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Mr. Retailer--- don’t miss this wide open chance 
to meet and beat any steel trap competition you 
may have to buck up against next fall and winter. 


BLAKE & LAMB =& 


Last year, scores of BLAKE & LAMB distributers, both wholesale and retail, sold more 
traps than ever in their history. Wherever offered, the lower price and higher quality 
of “the steel trap of the hardware trade” did a iob. This year, BLAKE & LAMB will 


again be the trap market's outstanding value. Don’t miss this! Lower prices, higher 
quality---plus a sustained policy of protection for you! 


Write to us for catalog and further details concerning the steel trap buy of the year. | 
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HIS combination can help the dealer 

who has discovered that brush vol- 
ume and brush profit do not mean the 
same thing. Wooster Crattsmen have, for 
years, realized that better quality readily 
brings a better profit to the dealer... Untir- 
ingly these three 
men have carried 
this theme to dealers 
everywhere... For 
generations Wooster 
FOSS-SET Brushes 
have been the na- 


tion’s first choice. .. , 
Now, new merchan- 4 
dising methods bring 


your entire stock of 


THE NEW WOOSTER BRUSH BAR 


Lf it's worth painting its worth 
WoosTER BRUSHES 
‘ 





Five feet of Wooster 
Brushes displayed at 
eye level and right 
at the’Point of Sale?’ 
The lighting feature makes your brush department 





with THESE 
THREE MEN 


Wooster Brushes right to the “point of 
sale’... and if you will approach your 
Wooster-Jobber Salesman as an advisor 
and counsellor he will help you reduce 
inventory investment, obtain quicker 
turnover, and realize a better profit. He gets 
around, sees sound 
merchandising pro- 
cedure, and will ad- 
vise you correctly. 
When he calls, ask 

5 him about the New 
j Wooster BRUSH 
“ BAR...and how it 
' can lift your brush 
\ sales to profitable 
levels of attention. 


No. | in attraction-appeal. Helps sell other merchan- 
dise arranged underneath and around brush display. 


FOSS: SET 


SE i ay THINS 


THE WOOSTER BRUSH CO. 
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YALE casinet 


LOCKS WILL COME 
PACKED baat ay | 













Here is still another reason for stocking and displaying the 
YALE Cabinet Lock line. From now on they come packed 
with screws. 

No more questioning customers as to screw sizes—no 
more hunting for screws while customers wait impatiently 
...and no extra cost. Only the service is extra—the cost 
remains the same. 

Check your cabinet lock stock today. Your very next 
order will come packed with screws. 


* THE NAME YALE HELPS MAKE THE SALE - 


Visit YALE at the New York World's Foir Main Exhibit, 
Holl Of Industry, near Trylon and Perisphere. Other 
Cmonrwe YALE displays are in the Home Building Center. 


THE YALE & TOWNE Stamroro‘ conn. u.s.a: 


No. $SA162 
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WERES A LINE OF 
WOSE THAT NEEDS 


OU don’t have to draw on 
\ your imagination, nor 
think up any “line” for your 


customer when you sell the 
Goodyear line of Garden Hose. 


You start out with the tremen- 
dous advantage of The Great- 
est Name in Rubber—tops for 
quality the world over — on 
every length of hose in stock. 


You can satisfy every garden 
hose need, from the best pos- 
sible quality at the lowest pos- 
sible price, right up to the 
finest quality at any price. And 
in between you’ve got what it 








takes to please people who want 
“something special” —be it 
“light” hose, “easy-to-handle” 
hose, or “something tough” 
to stand up year after year. 


So you’ve price, you’ve adapt- 
ability —and quality that no- 
body ever disputes. 


Isn’t that exactly what you 


want? 


Write Goodyear, Akron, Ohio, 


or Los Angeles, California. 


THE GREATEST NAME 





HERE’S THE “MAIN LINE” 
IN GARDEN HOSE 


1 SUPERTWIST* CORD HOSE. A lightweight, yet 

* extremely durable hose that women and 
children can handle easily. Brown cover. 
Made with a reenforcement of the famous 
Supertwist cord. 


GLIDE* CORD HOSE. A good hose at a mod- 

* erate price. Ribbed red cover. Molded 

hose, reenforced with heavy double- 

braided cotton cords. Also available with 
black cover. 


3 PATHFINDER* CORD HOSE. High quality at 

* low price. Green cover. Heavy, single- 
braid, cotton-cord reenforcement. Also fur- 
nished with black cover. 


4. OAK* GARDEN HOSE. Designed expressly 

for the low-price market. Single-braid, 
cotton-cord reenforcement, corrugated dark 
brown cover. 


*T.M.'« The Goodyear Tire & Rubber Company 


IN RUBBER 





HARDWARE AGE 











JUNE 











TELL su:nmin 


To Figure Their Jobs 
“Three Butts To A Door” 
For Satisfied Customers! 


E [ [ 50% More Butts As Your 


Reward For Tying-In With 
This Stanley Campaign! 



























































STANLEY 


Trade Mark 


REMEMBER...THREE BUTTS TO A DOOR 
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NORTON ABRASIVES _ 


These unique point-of-sale displays 
increase sharpening stone sales 





ya RTON ABR Ae os inl oy 


Poppe ones 


FOR REAL Dinars 


BY THE LARGEST PRODUCERS OF ARTIFICIAL ABRASIVES, 
GRINDING WHEELS, OULS TOMES AND Appasivt SPE ies 


pe sn 



















-ME-UP” 
E pick ME 
s sue LAZY TOOLS 












No. 273 CRYSTOLON KNIFE 
SHARPENER ASSORTMENT 
(2 Shades of Green) 
Every household has use for 
one. Three shapes: handles 

in six colors. 


BEH 








All four have been created to assist YOU. They are 





tried and tested and will definitely prove to be 
profit makers. 

Everyone visiting your store is a prospect for a 
sharpening stone of some kind, so every time you 
sell an edged tool, make an extra sale by pointing to 
one of these displays. 


Make your store the “Sharpening Stone Center” of 





your community. It’s very simple. Chat it over with 
your jobber salesman. 


4 


No. 598 BENCH STONE ASSORTMENT (Gold, Red and Black) 
This new display has plenty of eye-appeal. Put it near your 
edged tools — a natural in related sales. 


a CRYSTOME 


saves | POCKET STONE 


SPADES 


LE SILIN ie 


NORTON ABRASIVES | 








No. 497-A SCYTHESTONE CRYSTOLON POCKET STONE 
ASSORTMENT 
(Gold, Red and Black) 
Attractive eye-catcher 
-the farmer or gar- 
dener can’t resist “heft- 

ing” them. 


R-MANNING 


(Scarlet and Gray) 


An inexpensive but handy tool 
for home or office. 


(DIVISION OF NORTON COMPANY) 


TROY, N. Y. 


HA60 
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NORGE 72izeno 


HOME 
HEATER 


A TOP-NOTCH SEASONAL PROFIT- 
BUILDER FOR APPLIANCE STORES is the 
Norge Fastemp Home Heater line because it 
brings in traflic and sales when some other 
appliances are tapering off. A leader in ex- 
clusive and dramatic sales features, the 
Norge Fastemp Heater sales story is spec- 
tacular and convincing. Any man or woman 
can SHOW as well as TELL why this entirely 
different heater is better and will deliver 
more heat for less money—will save money 
because its all-porcelain heat distributor 


NORGE DIVISION BORG-WARNER CORPORATION 


DETROIT, MICHIGAN 


1940 


t 194), 


will outlast steel, copper alloys, aluminum 
—is easiest to use because its Single-Dial 
control gives always-perfect adjustments. 
Space heaters are a gold mine for many 
appliance stores. Well over a quarter million 
will be sold this coming season. Get in on 
this market with the brilliantly successful 
Norge Fastemp Home Heater—a_ proved 
winner, now soaring to still greater popu- 
larity. Send for literature and details about 
salesroom material that helps everybody 
sell. Send the coupon. 






FEATURES 
THAT SELL 


BEAUTIFUL FURNITURE- 
STEEL CABINET, washable 
wrinkle finish 
EXCLUSIVE “‘L’-SHAPED heat 
2 distributor with 40% more heat- 
ing surface 
PORCELAIN FINISH INSIDE 
AND OUT heat distributor; fire- 
proof, moisture-proof, rust-proof 
EXCLUSIVE TRIPLE-ACTION 
SYNCHRO-CONTROL single-dial 
adjustment sets air, oil, damper 
* in one motion 
EXCLUSIVE DOWN-DRAFT 
WHIRLATOR feeds extra air into 
heart of flame for perfect combustion 


LUMINOUS YELLOW FLAME 
rich in radiant heat rays 


AUTOMATIC CHIMNEY-DRAFT 
REGULATOR “‘balances” draft 
regardiess of weather 
ACCESS DOORS on each end can 
be opened to emit a flood of val- 
uable radiant heat 
VISIBLE OIL GAUGE on fuel 
tank shows amount of oil in tank, 
helps to prevent forgetting to refill 
SURE-FLO OIL TANK with big 
1 fill opening and strainer. Tank 
cap on chain to prevent losing 


1 ] LOW FLUE CONNECTION for in- 
stallation through fireplace opening 


CONSTANT-LEVEL OIL METER 
1 maintains uniform fuel flow and 
heat output 








Date_ 
Norge Division Borg-Warner Corporation 
670 E. Woodbridge St., Detroit, Michigan 
Rush me details of your Fastemp Heater 
proposition. 

EE 
a 
OO 
City. 






















EASY-FILL PORCELAIN HU- 
13 MIDIFIER, non-rusting finish for 
long life and easy cleaning 
ELECTRIC BLOWER (optional) 
| with 300 C.F.M. output sends heat 
over floor and, if desired, to remote 
rooms through standard 4” ducts 
A_ GOOD NAME. The name 
NORGE is one of the best known 
and most respected in the home 
appliance field 
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MODEL No. 444 


% 50% Radiation for Quick Warm-up 

* 50% Warm Air Circulation 

* Attractive Open Grille Cabinet 

* High Grade Constant Level Vaive 

*% Automatic Draft Control 

*% Low-Flame Fuel Saver 

* ‘‘No-Stoop’”’ Heat Control 

* Duroplastic Enamel Finish 

% Large-Size Fuel Tank, Removable 

* High-Efficiency Coleman Burner— 
Saves Fuel Dollars 

* Thermostat heat contro! (Optional) 


*% Listed by Underwriter’s 
Laboratories 














PHILADELPHIA, PA. 


CHICAGO, ILL. 




























Smashes All Sales Records 
. . . As Profitable As Any 
Appliance You Sell! 


No wonder thousands of dealers every- 
where are selling Coleman “Little Giant” 
No. 444. It’s the fast moving oil heater 
that brings volume sales, volume profits! 

It’s the little heater with the big heat 
output— 27,500 B.T.U.’s per hour! It oper- 
ates on low draft—does an amazing heating 
job for hard-to-heat small homes, stores, 
service stations, rooms, etc. Two of these 
heaters will do a better heating job at less 
cost than most single large models. Gives 
both circulating heat and radiant heat 
at the same time. 

Fully equipped with automatic draft and 
fuel controls; low-flame fuel saver; high- 
efficiency Coleman burner. Thermostat 
control optional. Has wonderful perform- 
ance record in thousands of installations. 
Nationally advertised, too, in leading na- 
tional magazines and rural publications! 


Write today for money-making details. Address 
nearest office Dept. HA-O2. 

















H.A.-02 


THE COLEMAN LAMP AND STOVE COMPANY 


WICHITA, KANS. 


LOS ANGELES, CALIF. 


Mm’ .IUVWARE AGE 





j 
| 
4 
i 








TILLAGE STEEL 











Ask the man on the farm 
tractor why discs of ... 


"TEM, CROSS 


TILLAGE STEEL 


— are used by leading implement man- 
ufacturers on America’s finest plows, 
harrows, cultivators and grain drills. 


He’ll tell you . . . it’s because Ingersoll TEM-CROSS Steel, 
used in their making, is clean-scouring and holds a keener cutting 
‘ edge that won’t curl — won’t split. And that, too, is why 
{i fh TEM-CROSS Tillage Steel is used for the blades of Ingersoll 


{yam Shovels, Spades and Scoops. 
h my ‘ph Cross-rolling gives TEM-CROSS Steel an interlocking, mesh- 
hy 


grain, SPLIT-PROOF structure. Electric Heat-Treating de- 
siatiilleaied velops the tough, springy quality, and insures keen, curl-proof, 
vailable in a ypes 


and grades, round and cutting edges. 
square points, black or 


See A col Broke When you stock Ingersoll Shovels, your customers get the 


one Seetteeaned. benefit of the EXTRA VALUE guaranteed split-proof blade 


See What edges give. 
Cross-Rolling Does... Ask your Jobber, or write for Dealer Prices. 
SSS Address our New Castle Plant. Dept. H. A. 


Steel rolled one way 


ronpeasenseincst INGERSOLL STEEL & DISC DIVISION 
Steel rolled twoways BORG-WARNER CORPORATION 


sists splitting. 
— New Castle, Indiana 
Plants: New Castle, Ind.; Chicago, Ill.; Kalamazoo, Mich. 


INGERSOLL 


SHOVELS - SPADES - SCOOPS 
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Now that running water has become so firmly entrenched in suburban 
and rural localities, the water front for Myers Water Systems knows no 
limitations. 

Dealers who have stepped in line with Myers for greater profits are 
reporting more and more installations every day. With new prospects on 
every hand, with the urge to have running water uppermost in their minds, 
little wonder Myers dealers have enthusiastically accepted the Myers Pro- 
gram to help them increase their sales and profits. 

And what’s more, we cannot help but feel that any dealer anywhere will 
have an easier and more profitable selling job when he joins with Myers 
and makes his store the real water system headquarters in his locality. 

Highest quality, adequate capacity, economical performance, durability 
—add to this splendid combination of sales features the plus value of the 
Myers Program—today it’s easier and better to sell Myers than ever before. 

Write us or ask your Myers distributor for information regarding the 
Myers Program. 


THEF.ELMYERS & BRO. co. 


ASHLAND, OHIO. 








EJECTO 


PUMPS — WATER SYSTEMS — SPRAYERS —HAY TOOLS — DOOR HANGERS 
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Here’s a record-breaking line of super-values that 
will make ‘em STOP, LOOK, LISTEN AND BUY!.. . 
Featuring stepped up performance and new striking 
cabinet designs . . . Backed by Sentinel’s traditional 
reputation for super-quality. It's real “over-the- 
counter’ merchandise with service reduced to a min- 
imum, to protect dealer profits. National advertising, 
local advertising, direct mail campaigns, colorful liter- 
ature, forceful banners, mat service, show cards, anda 
big, beautiful new display stand will help you sell! 


Sentinel 





QUALITY RADIO SINCE 1920 


JUNE 13, 1940 





See Sentinel while at 
the RadioParts Show, 
Room 1619, Black- 
stone Hotel, Chicego 


ARADE OF SUPER-V 
1S! 


10 GREATER PROF 





SENTINEL RADIO CORPORATION, Sa 


2020 Ridge Ave., Dept. HA-6, Evanston, Ill. 

| want a fast-moving radio line. Tell me all about 
the campaign specials and the new 1941 Sentinel Line. 
Dealer's Name_ 


Address 


_ SS _ State 











BUILT FOR PUNISHMENT 





No. 1044 CRESCENT HACKSAW FRAME 


@ When your customers ask for a Hack- 
saw Frame that can “‘take it’’, this big, 
husky, heavy-duty Crescent is the saw to 
sell them. It’s the frame that industrial 
buyers prefer because it stands up under 
the toughest kind of service. All steel— 
even to the handle—it has rigidity and 
**backbone”’ enough to permit the use of 
1” power saw blades. No. 1044 is solid 


frame (non-adjustable), and is made in 


10 and 12” sizes—finished in handsome 
nickel plate and fully guaranteed. 
‘ 

There are other Crescent Hacksaw Frames 
with wood. steel and composition handles 
—priced as low as 60 cents. A type and 
price tag for every customer requirement. 
If you haven’t a copy of the new 1940 
Crescent catalog, write for one today. 


Order through your jobber. 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


CRESCENT itcnenvay TOOLS 
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The eye-catching red-and-white label on every carton of Bethlehem Bolts does 
a double job for you. First, it catches the eye of the casual shopper, invites him 
to buy. Second, on repeat purchases, it reminds him of the uniform high quality 
and dependability of the product. 

Bethlehem Bolts are a quality product in every sense of the word. Threads 
are clean-cut, smooth-fitting. Wrenches fit snug and sure on heads and nuts. 


Customers are satisfied from the start. 


Ask your distributor about this attractively packaged line of bolts. 








Machine 
and Carriage Lag 
5” long 4” long 
5'/,” long 5'/,” long 
3'/,” long 4” long 


Bethlehem Bolts are packed in paper cartons 
in the following sizes. 











Se MOR idekscsectcnaed 
54,” and 34” bolts up to............. 
UF ros 1,” and 5/4” bo!ts UP CO... cccccccecees 














Some longer bolts are packaged in paper with the same attractive label. 
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Easy to Use —In the Handy 
Eye-dropper Bottle 


VITA-FLOR requires no tedious mixing, no 
refrigeration. I'wo drops vitamize one gallon 
of water. Available in four convenient sizes 


—!', ounce, | ounce, 2 ounce and 1 pint bottles. 
















An Attractive Dis- 
play Carton For 
Your Counter 


Many of your customers 
are already thinking and 
asking about Vitamin By. 
VITA-FLOR, displayed 
in this attractive carton, 
will act as its own sales- 
man. Everyone interested 
in gardening is a po- 
tential customer for 
this new and. su- 
perior product. 


Attractive Folders, Display Cards and 
Ad Mats Furnished FREE! 


In addition to a wealth of attractive advertising liter- 
ature, VITA-FLOR offers vou the advantage of a 
nation-wide advertusing program in the important 
garden magazines. By keeping VITA-FLOR promi- 
nently displayed on vour counter, vou can capitalize 
on this valuable publicity—identitying vour store as 
headquarters for this outstanding product 


Fill Out This Coupon and Mail Today! 


Gardening time is the time of heavy demand for 
VITA-FLOR. Clip this coupon and mail today 
for full information about the profit possibilities 


of VITA-FLOR, 


A Best Seller for Your 
Garden Department 


A New Product 


To Meet a New Demand 


The biggest news in gardening circles this year is Vitamin B,. Garden 
magazines and farm publications are filled with accounts of the remark- 
avle results obtained by supplying Vitamin B, to growing plants. Every- 
one interested in gardening is talking about this new discovery — reading 
about it — asking for it. Ae whole new ready-made market has sprung up 
among nurserymen, farmers, home gardeners. 





offers a unique opportunity to cash in on this new demand — to supply 
customers a standardized Vitamin B, source — one that has proved itself 
by outstanding results to users. VITA-FLOR is backed by the reputation 
and prestige of National Oil Products Company, leaders in the field of 
vitamin supplements for fifteen years. Nopco controls the manufacture 
of VITA-FLOR, thus assuring you of an accurate, standardized product. 


VITA-FLOR is MORE Than Vitamin B,. 
Experimental evidence indicates that VITA-FLOR with its Vitamin B, 
plus other known vital plant growth factors has frequently produced 
better results than Vitamin B, alone. 








NATIONAL OIL PRODUCTS COMPANY 
DEPT. H HARRISON, NEW JERSEY 

I want to know more about VITA-FLOR. 
Please send me full details, price lists and 
information about vour liberal dealer dis- 


counts at once. 
Name 


Address 





HOW TO USE VITA-FLOR 


Vitamin B, is an essential growth factor. Normally, plants manu- 
facture their own Vitamin By, in their leaves and transport it to 
their roots. But some plants are unable to produce sufhcient for 
their own needs. VITA-FLOR supplies the necessary Vitamin By 
plus other known vital plant growth factors—helps plants develop 
roots that are robust and sturdy blossoms that are larger and 
more beautiful. VITA-FLOR is also an important aid in over- 
coming root shock when plants, trees, and shrubs are transplanted. 
Surface watering requires only two drops to each gallon of water 
applied weekly when plants are watered—for transplanting one 
drop of VITA-FLOR should be added to each pint of water. 
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BERGER MANU 
STEEL AND T! 





THATS AS CLOSE AS 
WE CAN come! 


— CARRY THE COMPLETE REPUBLIC UPSON QUALITY LINE 


REG US PAT OFF 


es 


im 
REPUBLIC 


STEEL 


BERGER MANUFACTURING DIVISION © NILES STEEL PRODUCTS DIVISION 
STEEL AND TUBES DIVISION + UNION DRAWN STEEL DIVISION 
TRUSCON STEEL COMPANY 


@ When a customer wants a 34" x 2” 
or other size bolt, you should have it. 
Sometimes the next size will do, but just 
as often it won’t— and you lose a sale, 
maybe a customer. 

Republic makes it easy for you to carry 
a full line of headed and threaded prod- 
ucts — by producing and carrying more 
than 20,000 items in stock. True, you 
won’t need all those items, but Republic 
has them and your jobber can obtain and 
supply you with all the sizes and shapes 
your customers may need. 

And, with Republic Upson Quality 


bolts, you need never worry about cus- 
tomer satisfaction. They’re made from 
strong Republic steel. Heads are full. 
Shanks are accurate. Threads are sharp 
and clean. They assemble easily — hold 
tightly. They’re the same quality bolts 
used by railroads, automobile builders, 
the construction industry and manufac- 
turers of every classification. 

Make a note now to check your stocks. 
Your jobber can obtain Republic Upson 
Quality bolts promptly from Republic 
Steel Corporation, Bolt and Nut Division, 
Cleveland, Ohio or Gadsden, Alabama. 
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A MODEL FOR 0] 


EVERY NEED 
AND POCKETBOOK 


Soon Florence will show you 
the finest line of Oil Heaters 
ever to come out of our factories! 


@ 28 Models to appeal to your customers. 
A Big Line to give them a wide choice! 





@ Every model packed with sales-making — MAKE THIS THE 
features, built as only Florence knows BEST HEATER 





weal build _— out of more than 65 .- YEAR YOU’VE 
years’ experience! 
EVER HAD @ ° 
@ A nationally advertised name to back TIE UP WITH 
you, plus a live Promotion Plan that is 
working for dealers all over the country! A WINNER! 





FLORENCE STOVE COMPANY 


ESTABLISHED 1872 


General Offices and Plant: Gardner, Mass.; Western Offices and Plant. 45 E. 17th Street, New York; 53 Alabama Street, S.W., Atlanta; 
Kankakee, III; Sa/es Offices: 1458 Merchandise Mart, Chicago; 301 N. Market St., Dallas; and 2730 16th Street, San Francisco. 
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Tremendously Popular 
AUTOMATIC .22 RIFLE 


Its fascinating ‘“‘speed shooting” appeals irresistibly to 
shooters everywhere. One of fastest selling .22 rifles ever 
produced by Stevens. W onderful store-promotion ‘leader.’ 


y . No. 87 .22L Rifle. ( ... : 
STEVENS-SPRINGFIELD No 07.72 tons Rifle. (1, perait ar SQ 






Equally outstanding are these Stevens 
values in the bolt-action .22 rifle field. 


STEVENS-SPRINGFIELD 


No. 86 Tubular Magazine Repeater. . . To retail at sd | int 
No. 84 Clip Magazine Repeater. . . . . To retail at $Qoo 
No.83 Single Shot. . . . . . . « « « Toretail as $B00 







~-“ A YOUTH’S SIZE .22 RIFLE 
AT A YOUTH’S SIZE PRICE! 
A little promotion turns them over by the CASE! 


STEVENS-SPRINGFIELD , 
No. 15 Single Shot To retail at $45° 






STEVENS-SPRINGFIELD 










BARREL SELECTOR 
ANOTHER SENSATIONAL 
STEVENS INNOVATION 


Over-and-Under 


12, 16 and 20 Gauge; .410 Bore. 


No. 94 Single Barrel Shotgun $g°° 
To retail at 






combination .22 Rifle and .410 Shotgun 
STEVEN Sno. 22-410Toretailat $] 4” 


STEVENS-SPRINGFIELD 


No. 311 Double Barrel Shotgun _ $9925 
12, 16 and 20 Gauge; .410 Bore. To retail at 





Unique Bolt-action Shotguns appeal to 
farmers and vermin hunters everywhere. 


STEVENS-SPRINGFIELD 
No. 39 .410 Bore Tubular Mag- $125 






STEVENS 





] azine 6-shot Repeater. To retail at No. 620 Slide Action (New Model} 
No. 238 20 Gauge Clip Maga- 00 Repeating Shotgun $ 25 
zine 3-shot Repeater. To retail at $12 “ 12, 16 and 20 Gauge. To retail at 36 
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LIMITED TIME 
OFFER 


This Genuine *3.95 
UNIVERSAL Percolator 


s 598 






——_Fvrore 


ns 


} > | — sh 
=: ss 
i 


utomatica 


Only UNIVERSAL §f 
Percolators have the 
Original Cold Water 
Pump and Spreader 
Plate which Auto- 
matically make Per- 
fect Coffee before the ~ Ne 
Water Boils. 


No. 066 STOVE PERCOLATOR 


Full 6 Cup Capacity. Mahoganized Handle. Cover Tightly Fits Body. 
Weight packed in shipping carton 3 lbs. 


Hundreds of Thousands 
Now in Daily Use 


Nothing to Break | 
or Get Out of Order 











LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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GREATER VALUES. 
HIGHER QUALITY 


give you increased sales and profits! 








Remington 500 Series sets new 
high standards for popular-priced .22’s 


And Now!...three more great rifles 
are added to that line! 


OU KNOW, as does every dealer, that advanced design, new fea- 

tures, and greater values are bound to step up your sales and 
profits. That's why we know you'll be as enthusiastic as we are about 
the Remington 500 Series of popular-priced .22 rifles. 

This series was introduced just a year ago with the Models 510 
and 511. Their success was instantaneous—phenomenal!! No other 
low-priced .22 rifles have all of the features built into the 500 series. 
Now Remington has added 3 splendid new rifles to the series, and 
have thus greatly increased your opportunities for larger gun sales. 














The new Model 513T ‘“‘Matchmaster’’—A real 
-22 match rifle that costs only $29.95 complete ! 


Thousands of shooters have been wait- 
ing for a gun like this—a precision 
match rifle ata moderate price. Weighs 
9 pounds. Just the gun for school 
teams, rifle clubs, summer camps and 
industrial leagues. Has many of the 
fine features of its big brother, the fa- 
mous Rangemaster Model 37. Special 
target stock has close pistol grip— 
high, thick comb—long, wide beaver- 
tail fore-end, similar to the 1940 


Model 37. Heavy semi-floating match 
barrel. Redfield No. 75 micrometer 
rear sight. Redfield Globe front sight 
with 7 discs. Fast lock time for accu- 
rate shooting. Smooth, crisp trigger 
pull withe new anti-backlash trigger 
stop —a feature all riflemen will go 
for. Adjustable front sling swivel. 
Government type sling. You can’t help 
going to town on a rifle that offers all 
this at so low a price! 


The new Model 513S Sporter— Only $26 complete ! 
-..yet it looks and shoots like a gun twice its price 


Truly a delight to look at, handle and 
shoot! Fills a long-felt need for a 
high-grade .22 caliber sporting rifle 
at a reasonable price. 

The racy, streamlined sporting stock 
has a rich, dark finish that’s unique 
in guns, at this price. Pistol grip and 
fore-end nicely checkered. Tapered 
barrel is bored and rifled for extreme 
accuracy. Double counter-sunk at 


muzzle. Short, fast, firing pin travel. 
Smooth, crisp, short trigger pull. Pos- 
itive side lever safety and firing indi- 
cator. New type bolt handle. Patridge 
type front sight on non-glare ramp. 
New step adjustable sporting rear 
sight. Concealed dovetail slot for 
special sights. 

No doubt about it—you’re going to 
have very little trouble selling this gun! 
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THE TRIUMPHANT STORY 
OF THE NEW REMINGTON 
500 SERIES 


(and bringing increased sales and profits 
to dealers everywhere!) 


The new 1940 Model 512 “’Sportmaster.” An extremely low- 
priced .22 with the large tubular magazine capacity many 
shooters prefer. This new Remington is ideal for small 
game shooting. The magazine holds 22 short, 17 long or 
15 long rifle regular or Hi-Speed cartridges—an important 
feature to sportsmen who like to do a lot of shooting before 
refilling the magazine. Compare the Model 512 with any 
other tubular magazine repeater! See how many other rifles 
offer all these features: self-cocking bolt with double cams, 
double locking lugs, firing indicator, separate ejector, posi- 
tive thumb safety, separate sear for smooth, crisp trigger 
pull! Only $14.95 with open sights, $15.70 with peep sights. 


The Model 510 “‘Targetmaster.” The single shot rifle 
that sets an entirely new standard for value in the low 
price field! We don’t have to tell you that this single 
shot .22 will sell. Introduced just one year ago, its 
success was instantaneous. Proving once more that 
shooters know value when they see it! 


In the first place, it has a self- cocking bolt! And that bolt 
has double cams, double locking lugs and double extractors! 
It has a streamlined bolt handle. An automatic safety. A 
special loading platform that makes loading easier. An en- 
cased bolt head. A separate ejector. A separate sear to give 
a smooth, crisp trigger pull. An exceptionally accurate bar- 
rel. A man-sized stock of American walnut that looks as if it 
were made for a gun at twice the price. We could go on 
with these features. But you get the idea! Priced at only 
$5.40withopensights,$6.10withpeepsights, 

it’s no wonder the Model 510 sells! 


The Model 511 “’Scoremaster’’— the 
outstanding low-price box magazine 
+22 repeater on the market today! 
Here’s a box magazine repeater that 
has really proved itself — not only in 
the field but on the dealer’s shelves as 
well. The six-shot box magazine holds short, long or long 
rifle cartridges. Has all the basic features of the Models 510 
and 512, differing only in magazine type. 
Priced at $10.45 with open sights, or $10.90 with peep 
sights, it’s easy to see why the Model 511 has been such 
a tremendous success. 


> These rifles sell themselves by their obvious quality 
and high value. Sales are further stimulated by forceful 
national advertising. You'll want to stock them. 


Remington 


Matchmaster, Sportmaster, Scoremaster, Targetmaster, Hi-Speed and 
Rangemaster are Reg. U.S. Pat. Off. by Remington Arms Co., Inc. 
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OW can you show farmers that 

the roofing you sell will give 

them their money’s worth? A lot of 

dealers are doing it with U-S-S Storm- 

Seal Roofing. For StormSeal has fea- 

tures that are easy to show to cus- 

tomers. They help you clinch the sale 

—help you get more business. Let’s 
look at them. 


Here’s the kind of 
Roofing we farmers want 


StormSeal is made to stop leaks 
...and I know it will last! 


WATER-TIGHT SIDE LAPS. The design of the Storm- 
Seal side-lap is based on the simple principle that 
water seeks the easiest possible outlet. StormSeal 
has two unobstructed drains in the overlap. Should 
water seep or be blown into the lap, it will drain 
quickly and harmlessly to the edge of the roof. And 
StormSeal’s flat top seam makes nailing easy. 


A WELL-KNOWN NAME. The famous U-S:-S trade- 
mark appears on every StormSeal sheet. This trade- 
magk is seen time and again by your customers in 
magazine advertising and on fence, roofing, and 
many ather steel products. It’s easier to sell a prod- 
uct that bears a well-known mark—especially when 
preducts that bear that mark are famous for the 
service they give. 


TIGHTLY CLAMPED END LAPS. StormSeal pre- 
vents one of the commonest sources of roofing 
trouble. Water is kept out of end laps by a 
pressure lip that holds the overlapped sheets 
tightly together. And the three strong cross 
crimps stop seepage. A tension curve com- 
presses each sheet flat against the decking. 





CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Export Company, New York 











Uniformly STRONGER 
TOOLS... 


_..SELL BETTER 


... made from tougher 


NICKE 


ALLOY STEELS 





¢ Heavy duty pipe wrenches for 
various types of service must be 

able to withstand severe punishment. 
Hooks, heel jaws and pins, for example, 
must be highly resistant to shocks and 
stress. Therefore, in pipe wrenches made 
by Ridge Tool Co., Elyria, Ohio, Nickel alloy 


steels are specified for such parts. 








Whether most of your tool orders come from 
purchasing agents or operating men, you can 
save your time—and theirs—by being able 
to explain, “This tool saves you money be- 
cause it’s made from Nickel alloy steel. Nickel 
makes it stronger and tougher.” The effects of 
Nickel on steel are such as to improve the 
physical properties without introducing undue 
fabrication difficulties to trouble the tool manu- 
facturer. For other helpful selling facts, please 
write for a copy of “Nickel Alloy Steels for 


Hand Tools”; yours without cost or obligation. 


















= Wear resistance is usually 
the prime requisite in shovels, 
but toughness, high strength and 
New Britain, Conn., built their lightness are also essential. So the 
reputations by using the right alloy in Ingersoll Steel & Disc division of the 
the right place—usually Nickel for strength Borg-Warner Corp., New Castle, Ind., 


= Respected tool mak- 


ers, such as Stanley Tools, 





where the stress comes. The sturdy blade of this specifies Nickel-molybdenum steel. This 

Stanley screw driver is forged from Nickel alloy Nickel alloy steel is specially rolled and 

‘é y steel for long wear and resistance to abuse which heat treated to withstand the bending test 
. most hand tools receive. pictured here. 


THE INTERNATIONAL NICKEL COMPANY, INC. new vorx, w. 
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To the Hardware Dealer who wonders 


“Will Business be Good 


Next Year?” 











RE witha bright future. -- 
Notice how the new Pittco 
store in Pittsburgh, 


A HARDWARE sto 
Pittco Front! 
Jardware burs 
h brings customers inside, 


and a new ¥ 
Front gives Mueller’s I 
Pa., the eye-appeal whic 


co Store Front t ssure re pros- 
t te Front ass future pre 
it 


Use a new Pi 
r business. 


perity to you 


MUELLER ’'S 
HARDWARE 





Next Year—and every yea 
holds a promise of growing 
volume of business and steadily 
mounting profits—for the hard 
ware dealer who dresses up his 
store with a Pittco Front. We 
can show countless instances in 
our files which prove this to be 
true. Cases where hardware 
dealers have remodeled with 
Pittco Fronts—and made their 
volume grow amazingly. 

And that’s a tip! If a store 
front is modern, good-looking, 
if it catches the eye of the pass 
ing customer, the business will 
prosper. Find out how a new 
Pittco Front can build business, 
cut maintenance costs, make 
your establishment stand out 
from the others. The coupon at 
the bottom of the page will 
bring you complete details. Mail 
it today. 

When you remodel, see your 
architect to assure an economi- 
cal, well-planned job. Our stafl 
of experts will gladly cooperate 
with him in planning a Pittco 
Front to suit your needs. And 
remember, you can use the Pitts- 
burgh Time Payment Plan to 
defray the cost of your new 
front. You pay 20% down, and 
the balance out of profits in easy, 
monthly payments. 


At the New York World's Fair, see the miniature 
Pittco Store Fronts in the Glass Center Building, 
and the full-size Pittco Fronts of the Avenue of 
Tomorrow in the Forward March of America Bidg 










ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH" stands for Zualdy Glass 









Pittsburgh Plate Glass Company 
2365 Grant Bldg., Pittsburgh, Pa. 


Please send me, without obligation, your new book entitled 
*” 


**How to Get More Business. 
Name 
Street 


neta 


State 
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Carry the files 
that are sold for you 


==, through strong, steady 









*& This durable, com- 
pact Display Unit VY 
FREE with popular 
file assortment. 
Easily refitied. 





advertising.... 
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Ibex the name “NicHoison” or Make this: YOUR advertising advertised “Two-File Special” 

“BLACK DIAMOND” catch theeye ... display Nicholson or packages were distributed.) 

of the average file customer—and Black Diamond Files* Pe . . . 

the sale is practically half made! . Let it help you with your reg- aon heen ee 

For Nicholson advertising hag" ular file sales; also to “clean UP = @Ppearing month after month in big national 

made these the best-known file big” every time there’s a “drive” magazines. Through leading industrial pub- 

: ~~ ' ieations millions of additional 

brands in America. 2 special itein “gr offer. (For reach fle users whe work in shops, garenen, 
Nicholson advertising is work- ; recent “National Hardwa re; factories. lumber camps. etc. No other file 

ing for the hardware retailer ail Open House” offer, for instance, arwactwrer eivar yeu such extensive 


the time. Each year a flood of considerably over half a million re 
it is let loose. Relentlessly it Nicholson and Black Diamond MOLSON FILE CO, Provides, R. 1, U. 





Als Canadian Plant, Port Hope, Ont. 
clears the way— builds consumer ’ 
appreciation which contributes 
ctorecwes cue NICHOLSON FILES 
ier sales of the files that readily Tobe 


command a full-profit price. ‘FOR EVERY PURPOSE 


comiepasnninimenmesditne tia Lee ape ere. Ah Sete cease P 
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PACKED IN EVERY BOX 


EFFECTIVE JULY 1, 1940: DEXTER- 
TUBULAR LOCKS AND LATCHES 
ARE LIFETIME WARRANTED! 
SATISFACTORY SERVICE FOR 
THE ENTIRE LIFE OF THE BUILD- 


ING IN WHICH THEY ARE INSTALLED, GUARANTEED BY Oryilal-Qome , ; a 





NATIONAL BRASS COMPANY. 


Learn what this Certified Value means to selling. 
Dexter is the Original Tubular—tested by time! 
Dexter-Tubular is the “Drill-Hole” installation— 
used with the handy Bit-Guide—requires no mortis- 
ing, no measuring, no squaring! NOW Dexter- 
Tubular is Life-Time Warranted—Certificate mount- 
ed on every box. 


Join the National Brass big family of Dealers—deal 
Direct with the Manufacturer. Send for complete 


ag = egg copy of Warranty Certificate. Write, NEW, REVERSIBLE 


HOW TO DEMONSTRATE and CABINET PUSH CATCH 


“CLINCH” SALES... DEXTER- 





TUBULAR LOCKS & LATCHES For flush or offset doors. No mortis- 
a as ing, installed in a few minutes. Write 
F my & E Tells “What to Say in Selling. . 
“Why Dexter is the Greatest for details. 
Name in Tubular.” “How to Show Dexter-Tubu- 
lar Features.’"” Savings of “Drill-Hole”’ Installa- 


tion. Eight illustrated pages of sound selling sug- 
gestions. Send for your copy—no obligation. 


YOURS FOR THE 
ASKING 








Handy Reference Cab- 
inet Hardware Cata- 
log. 16 pages, 95 Ac- 
tual Size illustrations, 
printed in 4 colors. 
No obligation. 


National Brass Company, Mfrs. 
GRAND RAPIDS, MICHIGAN 


Builders Hardware 
Cabinet Hardware 
Screen Door Hardware 
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Election Year :— 


The two major political parties 
soon will hold their conventions to 
nominate their respective candi- 
dates for national office. Being a 
presidential election year, interest 
is keen. The barrage of claims. 
counter-claims and opponent-bait- 
ing will soon start. Political ha- 
rangues will vie with the European 
War for radio time and for read- 
ing interest. It promises to be a 
hot campaign and probably a 
most bitter one. Never before in 
a presidential campaign were 
there so many controversial points 
and such a wide cleavage of po- 
litical and economic philosophy. 
And, never before in our national 
history were there so many rea- 
sons for all tax-paying citizens to 
become interested enough to reg- 
ister and vote for the candi- 
dates of their choice. Our taxes 
are staggering, our unemployment 
situation continues to worry us, 
our national debt is precariously 
high and the threat of further and 
higher taxation confronts us. This 
is surely the time for the most 
careful selection of a president and 
vice-president on a platform that 
promises some relief, or at least 
some return for our expenditures 

some return of lasting impor- 
tance. With most of the rest of 
the world in turmoil the question 
of foreign policies is also serious. 
This is a year for every eligible 
voter to exercise his franchise— 
but will he do it? Our record in 
the matter is not too encouraging. 


If Voters V oted :— 

In 1936 there were an estimated 
73,000,000 eligible voters in this 
country. Of these only 45,647,- 
117 exercised their most valuable 
franchise in the highly important 
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presidential election of that year. 
And, according to the best, though 
unofficial, information I can ob- 
tain from Washington, that figure 
represents a relatively high pro- 
portion of votes cast among those 
eligible—yet it is hardly much 
more than 62 per cent of the total. 
Those who did not vote (if they 
could be banded together in a 
common cause) could have 
elected any group of candidates 
they wished to sponsor. In other 
words, the non-voters who are 
legally eligible to vote in Ameri- 
can elections have a_ collective 
strength which could, if used co- 
hesively and constructively, as- 
sure constant, decent, intelligent. 
equitable, constructive and _pro- 
gressive government. Unfortu- 
nately, that is not the American 
record to date and. as a result, 
our laws are made. interpreted 
and executed by professional polli- 
ticians whose prime object in life 
seems to be perpetuating their 
own jobs and making those jobs 
as secure and lucrative as possi- 


able. 


Extravagant Spending :— 


They show a minimum con- 
sideration for the citizenry as a 





whole and have a total disregard 
for the spread of taxes and the 
wanton extravagant spending of 
such revenue. And it is such 
office-holders who are able, today, 
to dictate to private enterprise 
and force their will on business to 
such an extent that the commer- 
cial structure of the nation has 
been hamstrung and actually 
afraid, if not unable, to expand. 
Lack of business expansion con- 
tributes largely to our unemploy- 
ment sityation and the relief bill 
increases steadily, all to be paid 
from mounting taxation that must 
be collected from business opera- 
tions. There is a tragic inconsist- 
ency to this picturé. We are all 
prone to voice our protests against 
those who go to Congress, the 
state legislatures and against oth- 
ers who hold public office—yet 
the best we can do is to get three 
out of five eligible voters to take 
a part in deciding who shall hold 
office, make laws and enforce 
them. 


Big ““Turn-Out”’ Year :— 


That figure is taken in a 
big “turn-out” year. As I have 
said before in these pages, make 
a private poll among your own 
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friends, business associates and 
neighbors and find out how few 
of them vote regularly if at all. 
The results will amaze you and 
should disgust you. And then ask 
how many of those few who do 
vote have ever encouraged the 
other members of their own fami- 
lies to vote—or have ever given 
the slightest heed to getting nor- 
mal non-voters to go to the polls. 
And just what do you do about 
it yourself? Do you vote in every 
election? Do you urge your fam- 
ily, your neighbors, business as- 
sociates and others to “do their 
duty” on Election Day? I don’t 
think many of you do, and that 
is a fundamental weakness in our 
present-day political structure both 
in local and national elections. If 
that happy day ever comes when 
90 per cent of this country’s vot- 
ers really take part in elections, 
there will swing into action a 
much better grade of office hold- 
ers all along the line and our so- 
called democratic form of govern- 
ment will truly live up to its name. 


An Example :— 


A good example of what can be 
done to elect the right men to of- 
fice is found in my own lown of 
Babylon, N. Y. It is 47 railroad 
miles from Times Square, New 
York City. We have a normal 
population of about 4200 people 
and less than 1700 eligible voters. 
For years our taxes were high, 
yet our roads were only fair. 
our schools, building codes and 
other matters of basic civic im- 
portance seemed increasingly less 
satisfactory. Our police depart- 
ment was good but lacked adequate 
supervision and modern equip- 
ment. Our volunteer fire depart- 
ment functioned well and won 
state prizes for efficiency, but. 
broadly speaking, we were paying 
more and did not feel we were get- 
ting our money’s worth. One fine 
day, a group of business men 
aided by interested, worthy citi- 
zens persuaded Cadman H. Fred- 
erick to run for mayor. He is pos- 
sibly the largest land-holder in the 
town and a leading business man 
and citizen. As he owns consider- 
able property in town, he pays a 
lot of taxes and so has a selfish in- 
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terest as well as a public interest in 
keeping taxes under control and 
in getting a good return for his 
own tax money. It was a fairly 
heated campaign in which I took a 
modest part. Mr. Frederick was 
elected by a slim majority of less 
than 65 votes. I figured that he 
conducted his own affairs profit- 
ably and therefore would be a de- 
sirable executive to handle the 
town’s affairs. His performance 
has fully justified this belief. 
During his first year taxes went 
up slightly. Our police were 
equipped with two-way radios. 
Our roads have been surfaced and 
the town looks better. Unsightly 
and unsafe buildings have been 
removed. We have a good park, 
band concerts every Friday night 
and greatly improved school fa- 
cilities. It is a better place in 
which to live. The improvements 
have continued and this year, the 
new mayors third year, our 
taxes are being reduced 10 per 
cent and we have no local unem- 
ployment. It can be done if the 
right men are elected, and they 
can be elected if enough right 
thinking citizens take the time to 
vote and take the trouble to get 
others to vote. (P.S.—We only 
pay our mayor $600 a year.) 


Price Wreckers :— 


Last winter I had an interesting 
luncheon conversation with the 
sales managers of three well known 
but non-competing hardware man- 
ufacturers. They were discussing 
their experiences with various job- 
bers and their buyers. In most in- 
stances they were fairly unanimous 
in their individual opinions re- 
garding different buyers. They all 
seemed to like the same fellows 
and, by the same token, all three 
had their fingers crossed on cer- 
tain buyers whose tactics had dis- 
pleased them. One well known 
buyer of an equally well known 
jobbing house was quickly elected 
as “Price Wrecker No. 1.” One 
sales manager explained it this 
way, “He always opens a conver- 
sation with the claim that one of 
our competitors has offered a 5 
per cent better price. Our line is 
highly competitive and the margin 
is pretty slim for the producer. 


We only live because it is a large 
volume item. We don't sell this 
house but naturally endeavor to 
keep the doors open and to keep 
our contact there alive for possible 
future business. I always tell this 
buyer that I can’t meet the price 
and that if he has 5 per cent better 
than my best price he is unques- 
tionably better off with his present 
connection as a source of supply. 
I bid him the time of day, thank 
him for the courtesy of seeing me 
and depart—without an order.” 


“Once Bitten, 
Twice Shy” :-— 


“When I was much younger, 
and therefore less experienced, I 
made my first call on this house 
and was extremely anxious to get 
their business. It would have been 
a fine feather in my cap for the 
first month on the new territory. 
This same buyer sparred with me, 
let me talk myself out and then 
asked about prices. I really gave 
him my best hoping for the order. 
He pretended to do some figuring. 
I thought I detected a slight indi- 
cation of approval that might lead 
to acceptance of the price, but oh, 
no! Very kindly he said, “Young 
man, your line is very good and 
your company is a fine old com- 
pany that would give good service 
and make deliveries promptly, but 
you are just exactly 244 per cent 
out of line! I fell for this and 
agreed to wire or phone the house 
for permission to provide the ex- 
tra discount on a good stock order. 
Full of assurance I communicated 
with the house and after some 
haggling got the extra price, pro- 
viding a stated quantity was or- 
dered. Gleefully I returned to the 
buyer with the news and instantly 
detected a cold-blooded, _ fishy 
stare. I was thanked and told he 
would think it over. In less than 
two weeks his regular source of 
supply had to meet the new price, 
called me a ‘price-gypper and 
many of my good and regular cus- 
tomers heard about my stupidity. 
I had a long, hard pull regaining 
their good will and confidence and 
lost several good accounts, some of 
which I never regained. And so, 
I am ‘once bitten, twice shy’ on 
that fellow.” 
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Summer brings a lot of new uses for pad- 
locks. Let this new display make sales for you 
by reminding customers that you’ve got the 
very ILCO padlock they need! 

They'll see this semaphore—it’s eye arrest- 
ing !—bright red, yellow and blue. They can’t 
miss it. It’s convenient, too—hooks on your 


shelves back of the counter—out of the way, 





but in plain sight. 
Padlocks are swell summer sellers. Pick up 
your share of this business. If your jobber 


can’t supply you immediately, write us direct, 





and we'll help him. 
Ask for Padlock Display No. 20PA. 


ef 
la <@ 


INDEPENDENT LOCK CO. 222"... 


BRANCHES IN ALL PRINCIPAL CITIES 
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Au hardware retail- 


ers have several common prob- 
lems. They want to know: 

How to decrease inventories. 

How to conserve store space. 

How to increase sales. 

How to control dead stock. 

A proven system of visual auto- 
matic stock display and control 
that has been developed and tested 
by the writer during the past 
decade has accomplished — these 


things: 


Decreased the inventory by 25 
per cent. 

Saved one-quarter of the floor 
space through showing more goods 
to better advantage than hereto- 
fore. , 
Increased sales by 25 per cent. 

Controlled dead stock, so that it 
can be easily and_ effectively 
eliminated. 

Increased stock turn. 

Increased net profits. 

Increased consumer purchase 
per ticket. 

Decreased cost of doing busi- 


ness. 





The hardware store of Cornwell & Kelty, of which Albert G. 
Cornwell is the proprietor, has been in operation for 29 years in 
the same block in Glendale, California. 

A stock inventorying $35,000 is successfully merchandised in 
a room 26 by 100 ft. Yet with that stock in a compact, relatively 
small room, the store has an open, well kept appearance of “a good 
place to trade.’”’ Consumer selection is made easy through an in- 
genious stock display and control system developed by Mr. Corn- 


well during the past 10 years. 
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Fig. 2—Mr. Cornwell shows a pair 


Furthermore. this method gives 


customers an opportunity to buy 
what they like and not what a 
salesman wants to sell them. Re- 
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The plan of operation is amply 
illustrated by means of the six 
photographs. In Fig. 1. 
tured a regular 6-ft. case. This 
case is near the front entrance at 
the right hand, immediately next 
to the refrigeration section. Ordi- 
narily, such a case might display 
30 to 50 cutlery items to good 
advantage. This one not only dis- 


is pic- 


of shears to a left-handed customer. 


sult,- more sales per consumer; 
more pleased consumers and of 
course more repeat business to a 
satisfied clientele. 
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By 
ALBERT G- CORNWELL 


Proprietor, 
well & Kelty, 


Sorin 7 
C fornia 


Glendale, Cali 


d Contr ol 


plays some 150 cutlery and allied 
items, but contains the selling 
stock as well. 

Note the cabinet built in the 
interior of the case. This is on a 
slant, with the face of the drawers 


sampled. Stock is in the same 
drawers where the stock is 
sampled. Altogether there are 11 


drawers, each one having its 





Fig. 3—Every item has a permanent display location 
spot as well as a permanent reserve stock space. 
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sub-division of a display panel. 

The top of this case is open for 
the showing of cutlery. On top is 
a factory pocket knife case. Back 
of this fixture to the upper left is a 
sampling board of all scissors that 
will not be reordered again. 

So much for the setting of the 
scene as far as displays are con- 
cerned. Now to the workings of 
the system. 

Let’s concentrate on that black 
faced panel in the center of the 
This drawer slides out to 
the rear. In it are four panels 
similar to the one shown. One 
panel is for one line; one for 
another line; one for 
laneous and one for the 
priced goods. 

A customer indicates his interest 
in a_ left-handed scissor. This 
panel is taken out for his inspec- 
tion as shown in Fig. 2. On this 
panel are 19 different kinds of 
these shears, each one tagged from 
| to 19. Corresponding fixed num- 
bers on the panel indicate the 
exact, permanent spot where each 


case, 


miscel- 
lower 







shear belongs. The fixed panel 
numbers carry the store number 
(1 to 19); the line number; the 
retail price and the location sec- 
tion number of the reserve stock. 

Sales are purposely made direct 
from the panel for these reasons: 
So that the displayed goods will 
not become shopworn and sv 
that the reserve stock will be 
thoroughly checked for replace- 
ment by the head of stock at his 
leisure. An item missing from the 
panel centers the attention of the 
stockman to that spot. 


Reserve Stock 


Reserve stock is carried in the 
exact same numerical order as is 
that on the panels. This stock is 
marked with cost price, retail 


price, location number (position 
on such and such a panel), to- 
gether with the purchases added to 
the original inventory amount. 
Replenishments are added to the 
original number of items but sales 
are never deducted. Reason-—buv- 





ing is done against surplus stock, 
stock is depleted in quantities in 
accordance with speed of selling. 
Subtracting the number of items 
on hand from the total number 
originally on hand, plus purchases 
gives the speed with which the 
stock is moving. Goods not selling 
can immediately be spotted and 
methods taken to dispose of it.. 

Check back on Fig. 1. In the 
upper left hand corner are 
drawers of paring and slicing 
knives. Reserve stock is carried in 
the lower half of the drawer with 
the selling stock. The selling panel 
of paring knives consists of 26 
patterns and kinds presented to a 
customer at one operation. These 
26 knives are arranged in such a 
way the customer can gage his 
purchase on the basis of price, 
pattern and make. 

No lost motion here. No time 
wasted in hunting through the 
stock for “something else.” What 
the store stocks in paring knives 
is immediately set before the cus- 
tomer. Each blade is priced with 


Fig. 4—The housewares department 
has all merchandise arranged by kinds. 
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a grease pencil, so the matter of 
selection is greatly simplified for 
the patron. It is surprising the 
number of people who, when 
shown a panel of items, will sud- 
denly discover they need more 
than the one originally in mind 
when they came in the house. 
This same system is used 
throughout the store, but illustra- 
tions of how some of the previ- 
ously-hard-to-display departments 
operate are in order. Take the 
merchandise shown in Fig. 3. 
This rule panel holds 36 differ- 


Fig. 5—Small merchandise sampled 
in 2 by 2 ft. sections so that 
nothing is crowded. At the left 
is an angled display of waxes, 
polishes and cleaners. Matched 
cooking sets are at the back. 





ent kinds of rules, the experience 
here being the more shown, the 
more are sold. When not in use 
the panel sets in the shelving back 
of the tool sample doors. Showing 
a man 36 rules does not confuse 
him, but tends to clarify in his 
mind the exaet type of rule best 
suited for his job. This way also 
eliminates the “why didn’t they 
show me such and such an item” 
complaint of a dissatisfied custo- 
mer. 

Still referring to the same illus- 
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tration. Turn your attention to the 
thermometers on the fixed wall 
panel and the numbering system. 
Bathroom fixtures offer a different 
display and stock method. They 
are numbered in the same precise 
previously described method, but 
the sales must be made from the 
reserve stock which is arranged in 
the same numerical order as the 


samples in a cupboard back of the 


panel. To show bathroom fixtures 
to the best advantage, they must 
be securely fastened to a panel. 


verses anh oo 
ma 


Fig. 6—Sporting goods are in the 
same precise arrangement that 
exists in all other sections of 
the store. The panel of fish- 
hooks shows 160 sizes and types 
to customers at a single time. 


Prices on the panel give the retail 
prices of the various sizes of the 
different items. 

Each section in the store is num- 
bered consecutively for the pur- 
pose of immediately determining 
the location of unwieldy reserve 
stock as towel bars for instance. 
Bars come in several lengths, so 
the samples carry the section num- 
ber of 013. then the number of 
each different bar, from No. 1 


on up. 


Housewares 


Several sections*of the house- 
wares department are shown in 
Fig. 4. The merchandise is ar- 
ranged by kinds. Each section’s 
stock is numbered with the sec- 
tion number and the item number 
from No. 1 and on up. Items are 
designated by their location num- 
ber and section number as | - 26. 
The number 1 being the number 
one item in section 26. 

Left to right in this illustration 
are the coffee makers and pots. 
Next is a two-faced swinging panel 
with stainless steel gadgets. The 
next section has double boilers. 

(Continued on page 122) 





is reached a prof- 


itable volume in record time at the 
Babcock Hardware, a new store re- 
cently opened by Don E. Babcock 
in Oconomowoc, a town of ap- 
proximately 4100 population in 
the southern part of Wisconsin. 
Weekly specials featured in win- 
dows and advertising, as well as on 
interior spot displays demonstrate 
to people of the community that 
here is a store with merchandise at 
competitive prices practically on 
their door steps. 

This weekly special merchandis- 
ing program, which is followed 
consistently, is a big factor in de- 
veloping traffic and building up 
the competitive price impression, 
which Mr. Babcock feels is so es- 
sential today. 

Weekly specials are arranged on 
the ends of cross aisle tables fitted 
with mass display bins. These dis- 


Babcock Keeps H 
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Top—Spot displays on the wrap- 
ping table at the rear are most 
effective in suggesting additional 
merchandise to customers. Center 
—The tool and hardware depart- 
ments which are adjacent to the 
sporting goods section. Left—A 
cross aisle table facing the door 
is used to feature the weekly spe- 
cials unless seasonal merchandise 
can be shown more advantageous- 
ly. Displays are built high at the 
table’s back. 
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Sys FIVE STAR STORES Sap 


WARES HARDWARE 


The store itself with windows featuring the 
opening and the various merchandise specials. 


plays can be changed quickly. 
Usually two items are featured as 
weekly specials and displays are 
arranged on Thursdays in order to 
take advantage of the week end 
traffic. Spot display spaces are lo- 
cated on the wrapping counter and 
sometimes the weekly specials are 
shown there. Mr. Babcock states 
that this is one of the best spaces 
in which to sell merchandise. 

Occasionally, weekly special 
items are purchased that do not 
sell. These items are then dis- 
played on different tables through- 
out the store in an effort to find a 
spot where they wili move. This 
procedure is carried on over a 
period of a month or six weeks. 
If they do not sell then, prices are 
marked down to a point where 
they will move. 

“It is very important that I keep 


Turning 





| BABCOCAK Hi OU. | APPLIANCES 


Electric lamps, 
fixtures and sup- 
plies are in the 
center of the 
store upon cross 
and side aisle 
tables. 


my capital turning,” said Mr. Bab- 
cock. “I have a certain amount in- 
vested in inventory and, in my 
opinion, this sum should enable me 
to do a satisfactory volume of busi- 
ness if [ turn it properly. I am 
adding new lines now and then 
and many more must be provided 
for, and these investments are be- 
ing made out of the profits of the 
business. Present inventory funds 
cannot be tied up too long under 


SPORTING GOODS 














this program. Losses occur if 
slow-turning merchandise is kept 
around tpo long, and I would 
rather take the loss early and in- 
vest the money recovered in other 
goods that will sell than to keep 
the merchandise and hope to get 
my original profit ‘out of it at 
some time in the future.” 

Sales on seasonal merchandise 
at the end of the season are com- 
mon events. Stocks of these goods 


Sales of seasonal items, weekly 
specials and unusual displays 
keep things moving for Babcock 
Hardware of Oconomowoc, Wis. 


are completely eliminated, if it is 
possible, no matter how low the 
purchase price may be. The money 
invested in these lines must be re- 
invested in other seasonal lines at 
this time. This is good training 
in the efficient use of capital. 

This plan of merchandising 
really builds additional business. 
The ski situation offers an ex- 
ample. Several pairs of skis were 
on hand toward the end of the 
season, so Mr. Babcock put on a 
sale and reduced the price of this 
merchandise approximately 20 per 
cent. The entire stock was sold in 
a few days and, in addition, many 
sales of other skis not in stock were 
made at regular prices. The sale 
stimulated some last-minute busi- 
ness which probably would have 
gone to some store in another com- 
munity. Additional cash was made 
available for purchases of spring 
goods, and sales of other related 
merchandise were stimulated in 
the store due to the increased store 
traffic. 

Every piece of equipment in the 
store does its selling job. Dis- 
plays look their best at all times. 
They are clean and neatly ar- 
ranged and Mr. Babcock has work- 
ed out a schedule for doing this 
work. A certain amount of clean- 


Galvanized ware and other bulky 
goods are shown in this fixture 
at the rear of the store. Large 
items are on nearby platforms. 
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ing and changing of displays must 
be done each day, and he checks to 
see that this is done on time. 

Seasonal displays in the store 
are changed according to the mer- 
chandising program received each 
month from the firm’s jobber. This 
material is received far enough in 
advance to enable the working out 
of complete selling plans. In this 
way, the selling helps are used 
more completely and effectively. 
Some changes in displays and the 
merchandising program must be 
made occasionally as a result of 
weather conditions. 

“We cater to women customers 
in every way possible,” Mr. Bab- 
cock remarked, “for they are the 
spenders of the family income. In 
the summer, our community about 





Sporting goods are shown at the 
front of the store where plat- 
form snace is also available. 


doubles in population due to the 
summer people who move to the 
lake and resort section adjacent to 
the city. These women always 
need something for their cottages 
and are continually searching for 
new gadgets and other attractive 
housewares. At least 50 per cent 
of our present trade is with 
women.” 

A one-day, grand opening sale 
was worked out with the assistance 
of the firm’s jobber in order to 
get the new business off to the 
right start. This firm also helped 
plan the new store, make over fix- 
tures and arrange merchandise 
displays. The opening sale was 
held on a Saturday and 12 sales- 
people were required to take care 
of the crowd. Over 1,000 people 
made purchases and registered. 
Attractive relish dish souvenirs 
were given to the ladies, while the 
men who registered received small 
tool items. Circulars were deliv- 
ered to 4,000 families in the 
trading area and quarter-page 
advertisements featuring “crowd 
bringers” specials were inserted 
in two local newspapers. Sales 
averaged around 57 cents per cus- 
tomer. 

The store is most attractive and 
is extremely interesting to women, 
although the men customers have 

(Continued on page 116) 
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Richard Hesse, president, Ace Hardware 
Corp., Chicago, Ill., shows three companions 
a 28!/.-lb. northern pike he landed in Big 
Eagle Lake, near Kenora, Ont., Canada, last 
year. Dick Hesse’s companions in this picture 
are Chris. Voedisch, Voedisch Bros., sporting 
goods jobbers of Chicago, while the man in 
the plaid shirt busily engaged in cooking a 
meal is E. J. Koblas, Minneapolis, Minn., rep- 
resentative for Ace. Leo Nickels, Ace Store 
No. 53, Kenosha, Wis., is the “axman.’’ On 
another trip last year to Lakek Takamahoga- 
mak, Ont., Canada, Dick Hesse and three com- 
panions pulled in a total of 66 fish weighing 
more than 350 Ib., including “muskies,” bass, 
wall-eyed pike and perch. 





If all the hobbies in the world were put in a pile and he could take his choice, Plummer Bruns 
would choose the same one he has now—boys. He's practically the boy's best friend and champion 
in Santa Ana, Cal., where he is manager of the McFadden Dale Hardware Co. For the past five years 
Mr. Bruns has been chairman of the advisory council for the order of De Molay in Santa Ana. He and 
his associates in the work have given the organization an international reputation through its charac- 
ter-building program. Each Friday night, for instance, there is a De Molay dance. It’s unique in that 
six mothers and six fathers are there as chaperons. The average attendance is 791 boys and girls. Mr 
Bruns has personally led the organization's job-finding program, and in recent years approximately 250 
deserving boys have been placed in jobs throughout the West and Middle West. No hobby, says Mr. 
Bruns, provides a greater thrill than helping a boy to become a worthwhile, self-supporting citizen. The 
program of the Santa Ana De Molay chapter has been a model for organizations in many other cities. 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Business Also Comes In 





A HARDWARE store, 


in a town of less than 2000 popu- 
lation, within 18 miles of New 
York City’s big department store 
section, must do things to keep 
its wares and services ever in the 
minds of the community it serves. 
The Wright Hardware Co., Man- 
hasset, Long Island, N. Y., not 
only maintains an attractive stock 
of both men’s and women’s lines, 
at the right prices, but meets, and 
in some instances beats, competi- 
tion from New York. 

Offering the right merchandise, 
at the right time and at the right 
prices isn’t the entire solution to 
meeting competition so the store 
provides free parking facilities for 
its patrons and publishes cartoons 
and pictures dealing with local 
events, organizations and person- 
alities in local newspapers. Many 


retail hardware stores offer the use 
of floor sanding machines on a 
rental basis. The Wright store does 
this but it also offers rental service 
on floor waxing equipment, lawn 
rollers, extension ladders and even 
punch bowl sets for party use. 
Excepting Saturdays, 85 per cent 
of the store’s business is done 
with women. On Saturdays a large 
percentage of trade is masculine. 


Parking Facilities 


Arthur H. Wright, who with his 
father, John Wright, conducts the 
store, says, “Parking facilities are 
inadequate for people who are 
spending money. So two years 
ago we tore down an old house we 
had purchased in back of the store 
and constructed our parking lot. 
Since then at least 50 per cent of 


Part of the parking 
area and the custom- 
er and merchandise 
entrances at rear of 
store. Extension lad- 
ders for rental and 
resale are on a rack 
inside basement door. 


our business comes through the 
back of the store. The lot will 
conveniently accommodate 14 cars 
but when business is rushing we 
can take care of 25 cars, at one 
time, providing we have a man 
outside to direct parking. People 
often write to local papers calling 
attention to the poor parking facil- 
ities around town and compliment 
the Wright Hardware Co. parking 
facilities.” 

The Wright parking lot is 
marked off, to indicate the proper 
placing of each of the 14 cars for 
which space is provided. It has an 
asphalt surface laid so that water 
quickly drains off. As may be 
seen in the accompanying picture 
of the rear of the store there are 
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three show windows, a loading 
platform, a ramp to the basement 
and the customers’ entrance 
through a miniature park. The 
“park” has flagstone pavement, a 
couple of small trees and a number 
of shrubs. Signs in the “park” 
are examples of the variety of 
estate signs sold by the store. The 
entire parking lot is fenced in so 
that it may be closed after store 
hours. 

As far as practical, local boys 
and young men are employed by 
the store. Of this and other poli- 
cies of the store Arthur H. Wright 
states, “We want local employees 
and work different boys from 
Manhasset High School up from 
the bottom of the business. Our 


The Wright Hardware Co. of Man- 
hasset, N. Y., has capitalized on 
its parking area, advertising 


and an up-to-the-minute store 


stock is priced so that we can give 
as good selection and value as 
New York City stores, and we try 
to run our establishment on a big 
city basis, keeping the place bril- 
liantly lighted all the time. Two 
spotlights on swivels are used in- 
side the store to spot various de- 





This section for bar equipment and other housewares 
resembles a private home. The nook, partly seen at 
the left suggests a pantry and is also a show window. 
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partments at different times and 
there are two big ones in the front 
windows operated by time switches 
to control the lights after store 
hours. 

“We will send out our men, on 
request, to give advice on paint- 
ing problems and try to train 
them so that they will advise peo- 
ple rather than to use high pres- 
sure salesmanship. We try to dis- 
play merchandise so that people 
can look it over and prefer that 
they leave the store with good will 
rather than with a large order.” 

Messrs. Arthur H. and John H. 
Wright are assisted by 10 men and 
boys, one man acting as manager 
in their absence, and two office 
girls. Although buying is directed 
by the proprietors Mr. Wright 
states, “Six men report stock 
shortages for different sections of 
the store and the need for replace- 
ments and keep their tables clean. 
Each man is thus an individual 
storekeeper.” . 


Attractive Interior 


When the parking field was 
created the rear portion of the 
store was finished in knotty pine, 
with clear finish, giving the place 
a colonial appearance and making 
it particularly attractive to the 
ladies. Dinnerware, bar glassware, 
kitchen furnishings, venetian 
blinds, closet accessories, window 
shades and bathroom accessories 
are displayed in this section. 
Miniature shades and venetian 
blinds are shown on panels in a 
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doorway leading to the store 
offices. Closet accessories are dis- 
played on a pair of doors that con- 
ceal the stock of that merchandise. 
The section devoted to shower cur- 
tains, bath mats, bathroom stools, 
etc., is finished in a manner sug- 
gesting a tiled wall bathroom. Bar 
glass, mixing equipment, cocktail 
gadgets, etc., are displayed in a 
section which resembles a home 
bar, with appropriate and varied 
styles of stools being displayed 
next to the bars. Concealed light- 
ing illuminates many of the dis- 
play units in this part of the store. 
Glassware displays are enhanced 
by the use of glass shelving. Indic- 
ative of the ample stocks carried 
in the store, the bar glassware sec- 
tion has more than 100 different 
styles and sizes of tumblers priced 
from 5 cents each to from $4.00 to 
$5.00 per dozen. 

Venetian blinds and window 
shades are good volume builders 
and profit makers. The store has 
men working on the outside to 
follow up on leads for sales of 
these items as well as on table 
pads, etc. Another item very much 


in demand, a greater part of the 
year is picnic supplies, mass dis- 
plays of this merchandise being 
shown in the store the year ‘round, 
at prices from 10 cents and up. 
Service equipment rentals buiid 
goodwill, provide a_ profit and 
offer opportunity for sales of floor 
wax, abrasives, varnish, lacquer. 
paint, shellac, paint brushes, etc. 
Thirty lawn rollers are maintained 
for rental at 50 cents a day, 18 
electric floor waxers at the same 
rate and several floor sanders for 
rent at $3.00 per day. Six exten- 
sion ladders are offered for rent 
at $1.00 for the first day and 50 
cents for each additional day. 
For parties the store maintains 20 
punch bowl sets, which rent foi 
$1.50 with cups. 


Frequent Changes 


Like any other progressive and 
aggressively managed retail store, 
merchandise is constantly being 
rearranged and tables are fre- 
quently changed in the store to 
keep the stocks looking as new and 
as inviting as possible at all times 





One line of quality aluminum 
ware is offered as well as a com- 
petitively priced line and one pat- 
tern of open stock dinnerware is 
featured. 

Newspaper advertising is sup- 
plemented by the frequent use of 
direct mail material, using the 
store’s mailing list of 2700 homes. 
Manufacturers’ mailings are sent 
out with monthly _ statements. 
Garden booklets and home decora- 
tion booklets are mailed in season 
to the store’s entire list, the gar- 
den booklets being supplied by a 
wholesaler, the other material be- 
ing from manufacturers. Although 
Manhasset is a town of less than 
2000 inhabitants the store serves 
a trading area having a popula- 
tion of approximately 10,000. It 
is, however, not unusual for people 
living 15 to 20 miles or more 
from the store to ‘phone orders to 
the store or to visit the store on 
personal shopping trips. 

Wright Hardware was started 
on a small scale about 18 years 
ago, and in that period of years 
has expanded and made five major 

(Continued en page 121) 


Compact display 
units carry out the 
idea of the individ- 
ual shop and display 
a wide variety of 
items without a sug- 
gestion of crowding. 
Canisters, etc., are 
shown on shelving 
which resembles 
that in a private 
home. 
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I KNOW a bachelor of 
science who, in a 
New England city of 40,000, runs 
a hardware store. Although his 
name isn’t Leroy, we can call him 
that. 

Recently, Leroy moved his busi- 
ness into larger quarters. His new 
store is deeper than the old; and 
it is wider and much higher and, 
because he hasn’t had time to in- 
stall new lighting fixtures, some- 
what darker. 

In his new store, as they did 
in the old, his cash register and 
wrapping counter stand well to- 
ward the rear; and, from that 
ganglion of the store’s nervous 
system, it was difficult for Leroy 
and his assistants always to be 
sure that a customer hadn’t come 





* Reprinted by special permission. 
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A Retailer Suggests 


A Bachelor of Science in the 
hardware field speaks out 
about sales aids and things 











in through one of the two front 
doors and was hanging around 
up front, waiting to be waited 
upon. 

Leroy sells door chimes for 
homes. 

“I'll wire a door chime to the 
front doors,” he said to his wife. 
“When a customer comes in, the 
chime will warn us. Besides, it 
will sound nice; and maybe it will 
help in other ways.” 

Now, door chimes are designed 
to operate with push buttons. 
What Leroy needed was some sort 
of tripping device that, when a 
door opened, would close an elec- 
trical circuit and cause the chime 
to say, musically, “Bong!” or, if 
it was the other door, “Bong- 
bong!” 

Leroy put on his hat and went 
across the street to the shop of a 


By ARTHUR H. LITTLE 


in Printer’s Ink* 


“I’m going to 
take one and 
hang it over 
my own door.” 


dealer in electrical appliances; 
and from that specialist he bought 
two trip-gadgets. Back in his own 
store, he installed them; and he 
wired them to a door chime which 
he hung overhead, up front, where 
it could be seen. 

And now, when a_ customer 
came in through either of the 
doors, the chime would greet him; 
and he’d look up to find the source 
of the sound; and, nearly always, 
he’d smile with pleasure. 

Now, the wonder of this story 
is not how a bachelor of science 
got into the retail hardware busi- 
ness—although that, in itself, is 
a story of lively interest. Rather, 
the wonder of this episode, as 
Leroy, himself, envisions it, is 
this: 

“You see,” he said to me, “I'd 
had that chime up about a week 
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when the fellow from across the 
street, the dealer in electrical ap- 
pliances, dropped in to see if the 
gadgets he’d sold me were work- 
ing. 

“As he opened the door, he 
heard the chime. Of course, he’d 
heard the same sound before, 
many, many times. But he looked 
at me and his eyes grew wide with 
wonder and he said, ‘Good Lord! 
How long has this idea been go- 
ing on? I’m going back to my 
shop and take one of those chimes 
out of my stock and hang it over 
my door!” 

“You see, he saw the point. Of 
course, he didn’t know that just 
the sound of that chime over my 
door had sold more chimes for us 
in a week than, in the old store, 
we'd sold in three months. But 
he sensed the principle. 

“And what I’m wondering is 
why the manufacturers of door 
chimes—and, for that matter, the 
manufacturers of a thousand and 
one other things in our general 
line — haven't told us_ retailers 


more about the sales opportu- 
nities that lie so close at hand.” 
“Maybe,” I suggested, “the 
manufacturers believe that finding 
those nearby sales opportunities is 
not their business, but yours.” 
“And maybe,” said he, “they 
think that most sales-building 
ideas—like the door chime over 
my doors—are so simple that any 
retailer ought to think them up 
for himself?” 
“Well,” I said, “perhaps—” 
“Sure they’re simple!” he cut 
in. “But why didn’t this one oc- 
cur to the dealer in electrical ap- 
pliances — the electrical-appliance 
specialist? And why didn’t it oc- 
cur to me until, for another rea- 
son, I thought of it?” 


Ideas Needed 

“What's cooking here?” Il 
asked. “Do you mean to tell me 
that your suppliers of merchan- 
dise no longer supply you with 
ideas?” 

“That’s exactly what I mean,” 
said Leroy. “They don’t supply 








This seed window of The Miami County Hardware Company attracted 


a lot of attention in Piqua, Ohio. 


It was designed by Louis Butz, son 


of Joseph C. Butz, head of the firm. Mr. Butz drew a picture of an 
old time clipper ship on white cardboard, mounted it on a 36 by 36 in. 
board and then made an outline with % by 1/16 in. wire solder. The 
sails are filled with white seeded lettuce to contrast with the hull of the 
ship which is filled with black onion seed. The entire display is com- 
posed of 33 different kinds of garden seeds, some of the larger seeds 
being dyed in order to add color to the display. The display attracted 
considerable comment and a picture of it was featured in the local paper. 
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us with enough ideas—fresh ideas 
—up-to-the-minute ideas—objec- 
tive ideas. I'll specify.” 

“All right,” I said, “you spec- 
ify.” 

Leroy sat down on a bag of 
fertilizer. 

“Well,” he said, “here I am, in 
a new store. Here I am, all 
steamed up, almost as if I'd 
launched a brand-new business. 

“Here I am in a setting and a 
state of mind in which I ought to 
be receptive to suggestions that 
would help me build volume. And 
since I’ve moved, I have none— 
not one. And I’ve been in the 
new quarters, now, for a whole 
month.” 

“Meanwhile,” I asked, “have 
your suppliers’ salesmen been 
in?” 

“They have. They’ve made 
their regular calls. They’ve con- 
gratulated me on my new and 
bigger store. They’ve wished me 
success. And they’ve sold me 
goods. But not one of them has 
volunteered an idea, either about 
his own line, or about anything 
else, that could have added a dime 
to my sales. Shall I specify still 
further.” 

“Go ahead,” I said. “Specify.” 

“All right,” said Leroy. “Take 
displays. You see that tool island. 
It’s an idea, you know, of Peck, 
Stow & Wilcox.” 

“I know,” I told him. “I 
wrote about it once.” 

“O. K.,” said Leroy. “When I 
was in the old store, I had no 
room for that display. Of course, 
I knew it was good. I knew it 
would sell tools. But, as I say, in 
the old store there was no room 
for anything that big; and so I 
sort of hid it. 

“Here in the new place, we've 
room for that display and more. 
As you see, I’ve set it up. And, 
not only has it been selling tools 
in bigger volume than we ever 
sold them in the old store, but, 
besides, it has helped—directly— 
the sale of many, many other 
items. 

“That shows you what display 
will do. 

“Now, what I want to know is 
this: Why, with me here in my 
new store, a receptive prospect for 
display material, have the sales- 
men who have come in talked 

(Continued on page 98) 
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157 FOOT-POUNDS OF 
ENERGY IN A 


eee Heer What Makes a 
a Successful Dealer? 


One day out in a mid-western town, we 

were invited to go squirrel shooting. We 
| dropped in at a local dealer’s and asked 
| for a box of Kleanbore Hi-Speed .22’s. 
| “Going after squirrels?” the dealer asked. 
“Swell day for it—wish I had time to go. 
| I hear there are a lot of ’em over in the 
| woods near the old quarry. You’ll find 





ena 


we ee | these cartridges are just the ticket, too. 
bore Hi-Speed .22’s. We have || They’ve got a real wallop, and they’re 
— of oe from a | plenty accurate. You won’t have to clean 
ers aring witness 18 : ” 
seuee. femeek te takiets | your gun barrel afterwards, either. 

these shooters tell us about || When we got back to the office some days 


we have used in our advertis- 
ing. For example, you prob- 
ably remember the recent ad 
on the mountain lion killed 
yt a Kleanbore Hi-Speed 


later, we checked up on that particular 
dealer. He was only one of five dealers in 
the town, with no better location than the 
‘ | others. He did as much business as the 

We certainly don’t recom- other four combined. Our guess is that 
mend that anyone hunt big it’s because he not only sells good mer- 


game (and especially moun- , ; ‘ 
tain lions) with any .22 rim- chandise, but tells his customers why it’s 


— ge | good, and because he’s a friend of most of 
needed, Kleanbore Hi-Speed || his customers. People would rather do 
.22’s deliver it. There are || business with friends. 


157 foot-pounds of energy 


a ‘eka ede | A Remington Dealer Letter with a timely message 


point bullet leaves the rifle for you will appear on this page—in each issue. 


muzzle at 1400 feet per sec- WATCH FOR IT! 
ond—faster than the speed of 











sound! 


SO GOOD THAT OVER 


: 500,000 HAVE BEEN SOLD 
ITS HIS OWN INVENTION. 


WE SAYS (7 GIVES ALMOST 

AS GOOD RESULTS AS 

USING KLEANBORE” 
AMMUNITION. 


The Remington Model 11 and 
Sportsman autoloading shot- 
guns have proved their value 
—proved their sales appeal. 
They have led the field in 
sales and performance ever 
since they were introduced. 


The Model 11 was the orig- 
inalautoloader inthis country 
—designed by John Brown- 
ing and perfected in Reming- 
ton-Du Pont laboratories. 


These two guns must have 
had the qualities shooters 
want, or they would never 
have sold in such large 
numbers. 








* “Kleanbore,”’ ‘“‘Hi-Speed’’ and ‘‘Sportsman’’ are Reg. U. S. Pat. Off. by Remington Arms Company, Inc., 
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We believe in the 
American way of 
doing business 





The 500 Series is Proof! 


Responsible American  busi- 
ness is built on the principle 
of ever improving. products 
at prices which make those 
products available to increas- 
ing numbers of people. 

In building the new 500 
Series of .22 rimfire rifles, 
Remington has adhered close- 
ly to that rule. The many 
new features of these rifles, 
including some never before 
offered in low-price guns, 
might have been interpreted 
to justify a higher price. But 
we know...and you know... 
that these fine new rifles sell- 
ing at such low prices are 
bound to step up sales, and 
to give the shooters who use 
them more pleasure than they 
might otherwise have had. 

The Remington 500 Series 
includes the popular Models 
510 and 511, and the new 
Models 512, 513T and 5138S. 


The Story Behind 
a Remington Ad 


A lot of time and thought 
and expense are put into 
every Remington advertise- 
ment. We start by a decision 
on what type of advertising 
each product needs. Here we 
weigh the experiences of 
dealers, our sales, careful 
analyses of shooters’ needs 
and demands, and the re- 
quests for information on 
particular products. 

Next we consider where to 
advertise—studying markets, 
publications and conditions in 
all parts of the country. Our 
decisions on what to say in 
our advertising are based on 
exhaustive studies of what 
shooters are interested in. A 
study of advertising methods 
helps us decide on how to say 
it. And on how much adver- 
tising we should have, we 
give first thought to Reming- 
ton’s long-established position 
of leadership, and maintain 
a program consistent in every 
way with that leadership. 


Bridgeport, Conn. 
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Demonstrations Bring 


HARDWARE AGE Original 


M ANY demonstra- 


tions can be carried out in the 
hardware store with a minimum 
amount of preparation. These will 
result in a lot of publicity to the 
store and the merchandise and in 
numerous sales of the items. Cus- 
tomers of the community certainly 
will think of your store as an in- 
teresting store and one in which 
unusual things happen. 

What kind of demonstrations 








Whisk brooms are in demand at 
this time of year so feature on 
housecleaning or other tables when 
winter clothing is being stored. 





Feature fly swatters on one end 
of the screen wire table to attract 
attention and promote sales. 


+h 


é YOUR 


MORE 


AT HOME,CAMP o* SHORE 
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Beach and Lawn Furniture Window 


Merchandise: Metal lawn chairs, 


beach chairs, beach back rests, 


croquet sets, sand toys for children such as pails, shovels, dump trucks, 


beach balls, etc., beach umbrellas. 


Background: Center panel dark of yellow corrugated board, side 
panel of light blue corrugated board, cut out letters of dark blue corru- 


gated board. 


Interior Display suggestions: For tables—small toys. For platforms 


—lawn chairs, beach chairs. 


can be carried out? Well, they can 
be as simple as making toast on a 
new toaster by a store employee, 
or as complicated as demonstrat- 
ing some new type of wood-work- 
ing machinery by a factory repre- 
sentative. 

A simple toaster demonstration 
will promote sales of this item. 
Arrange an attractive display of a 
new toaster in the window with 
cards telling the story of the dem- 
onstration. Saturday afternoons 
and evenings would be the best 
times for events of this type in 
most communities. 

Arrange a display of the toasters 
on one table in the center of the 
store. Have a feminine employee 


at this display operating the 
toaster making toast and explain- 
ing the features of the new mer- 
chandise. Give small pieces of the 
tasty food to adult customers who 
are interested in the demonstra- 
tion. 

A demonstration which attracts 
lots of attention is waffle making. 
So many people have trouble mak- 
ing waffles, either they stick, they 
are burned, or something else hap- 
pens. A good operator, demon- 
strating a waffle iron with the 
safety features that are found on 
so many irons today, can get im- 
mediate interest and sell consider- 
able merchandise. Waffles also 
are easily divided into small tasty 
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Publicity and Sales 


Window Display IDEAS 


HARVESTING 


MOWER AND BINDER NEPALI 
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Harvesting Needs Window 


Merchandise: Hay forks, harpoon forks, rope, pulleys, hay hooks, hay 
saw, hay cars, hay car track, track hangers, binder twine, snaths, barbed 
wire, water kegs, jugs, mower repair parts. 


Background: Center panel of dark yellow corrugated board, side panels 
of light blue corrugated board, cut out letters of bright red corugated 


board. 


Interior Display Suggestions: For tables—binder twine, water jugs. 


Floor displays—barbed wire, rope. 


squares to be sampled by the 
adults who are interested in the 
demonstration. 

Sandwich toasters will interest 
the men customers of the store if 
demonstrated. It is one household 
device the man of the house can 
usually operate. Coffee brewers, 
and especially fool-proof ones, will 
also interest the male member of 
the family. 

Drink mixers are very easily 
demonstrated in the store and 
serve to make people think of the 
hardware store as a place for this 
type of merchandise. All demon- 
strations are showmanship. By 
surprising the customer with the 
unusual, an impression is made. 
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It is one of the best forms of ad- 
vertising known, one of the most 
effective and least expensive. 

Demonstrations of electric irons 
and of the new steam type will 
get immediate interest in this mer- 
chandise in the community. Show 
the customers what the goods will 
do and sales will be made much 
faster. 

Items do not necessarily need to 
be electrical in order to be demon- 
strated in the store. A new clean- 
ing compound for rugs, walls, or 
floors can be demonstrated on 
samples of this material. Custo- 
mers are much more sold on an 
item if they have actually seen it 
used and will buy more readily. 








Many items in the tool line can 
be demonstrated at different times 
during the year. The merchant 
should try to plan demonstrations 
so they are as seasonal as possible. 
In this way, more people will be 
interested in them. 

Some very enthusiastic demon- 
strations can be built up around 
the outdoor sports of fishing and 
hunting in the community. These 

(Continued on page 120) 





IDEAL FOR 
HOME 
SPRAYING 
JOBS 
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On the spray material table, one 
mass display on the end of the 
table should be devoted to popular 
priced, general purpose sprayer. 





Several displays of binder twine 

should be developed because this 

merchandise must be sold within 
a relatively short season. 
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These Eighty-Three 
Powerful CBS Stations 
Carry The Gillette 
Story From Coast 
To Coast Every Friday 
And Sunday Evening 








ELMER DAVIS, famous reporter and 
magazine writer, whose keen analysis 
of European news has built him one 
of radio's largest listening audiences! 








ee 





New York City . . WABC 
0 RRS WADC 
Baltimore ..... WCAO 
DE obec ease WEEI 
re WGR 
a eee WBBM 
Ciacinneti ..... WCKY 
Cleveland ..... WGAR 
Sarre Ww) 
eer WDRC 
Indianapolis . WEBM 
Kansas City .. . . KMBC 
ree KFAB 
Louisville (Fri.) . . WHAS 
iar r KOIL 
Philadelphia . WCAU 
Pittsburgh ..... WJAS 
Providence . . . WPRO 
SN aha: «i 0, @ KMOX 
roy i WFBL 

WJSV 

Swain WOKO 

ie eae WBNS 
are WHIO 

aie tae WHP 

oe WHEC 
Saree WABI 

WNBF 


Milwaukee ....... WISN 
Eb hae & extrad WMBD 
OO ., ae WGAN 
Seranton ... .... WGel 
Springfield, Mass. . . WMAS 
repens hide se a WIBW 
Wheeling (Sun.) . WWVA 
WS nb 60s + hee KFH 
Worcester ....... WoORC 
Charleston, §. C.. . . WCSC 
Asheville ....... WWNC 
eee . WBT 
Greensboro ..... . WBIG 
Richmond ....... WRVA 
A En WDBJ 
Eee WTOC 
OO Fae . WGST 
Birmingham ..... . WAPI 
Chattanooga ..... WDOD 
Knoxville ...... . WNOX 
Little Rock. ..... . - KLRA 
OO Serre WREC 
Nashville ...... . WLAC 

ew Orleans .....WWL 
Jacksonville. ..... WMBR 
Ss. os a Sree WQAM 
ee WDBO 


TOMBE 2 cece: 
W. Palm Beach. . W. 






PE 4 a 60 6 6 we KRLD 
eS eee KTRH 
Oklahoma City . . KOMA 
San Antonio ....KTSA 
Shreveport ....KWKH 
Maw Kees tins KTUL 
Dubsque ...... WKBB 
.... aes WMFG 
Minneapolis Wwcco 
aa WHLB 
FOREOR 2.2 ccs WNAX 
rea KLZ 
Salt Lake City ....KSL 
Albuquerque ...KGGM 
Great Falls ..... KFBB 
NS eee KOY 
4 ree KVSF 
 6.4.0.% 6 0,64 KTUC 
aaa KARM 
Los Angeles..... KNX 
. aa KOIN 
San Francisco ... KSFO 
Mn 6.46 0.6 6-8 KIRO 
err er KFPY 
acoma onan ae KVI 
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Radio’s Greatest 
News Program Focuses 
Attention On These 
Fast-Selling 
Gillette Products! 



























































' 
| Another Great Broadcasting - 
mproved Gillette Blu 
| Scoop To Bring Men Into holds spotlight in every ieeadene 
| Your Store! 
t OLLOWING right on the heels of the Kentucky Derby 
broadcast, Gillette has scored another radio “beat”... 
. greater even than the World Series itself! It’s “Elmer Davis 
and the News’. . . a scoop that has radio people every- 
where talking, and one that has been taking the men of the 
& nation “by the ears” since the opening broadcast May 10th! 
f In presenting Elmer Davis every Friday and Sunday night @ Sensational Gold Tech Raz 
. i between 8:55 and 9:00 E.D.T., Gillette reaches millions aan seme packed in porte 
> and millions of listeners in every nook and cranny of the traveling a: ae covered 
‘ country. For here’s the “hottest” spot on the air! It’s like Blue Blades. A fast — 
E back-cover pages in a whole flock of magazines! 
5 ; Commercials That Sell! 
4 Brief, hard-hitting commercials drive home the powerful 
} sales story of the new Gillette Tech Razor and today’s 
1 improved Gillette Blue Blade. Night after night men will 
4 hear about this great combination that makes shaving 
; quicker and easier than ever before! Think what this means 
to you in increased sales and bigger profits. Get the new 
Gillette Gold Tech... the regular Tech. .. and Gillette Blue © The nickel-plated Tech _ 
: Blades out front. Cash in to the limit on this broadcast. for volume sales at oat ae 
complete with five Gillette Blue 
sad het Gh is a proved money- 
nD ‘ your stock now. 
GILLETTE 





THAN EVER BEFORE! 
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EVERY a 
FIBRE 
Lubricated 4 
and 
Waterproofed 
66 ACH one of these pure Manila fibres is put through an exclusive 
lubricating and waterproofing process — just one of the many 
careful steps in making Columbian Pure Manila Rope last longer and 
give better service. 
“When customers ask for a strong rope that’s got life, you've got 
real rope to offer them. And Columbian is flexible . . . it doesn’t kink. 
You don't have to worry about weather. She'll coil even and handle 
easily under all conditions. Take my word, son, you'll find Columbian 
A Pure Manila Rope will make friends on any man’s job. And Columbian 
QU A A dependability will bring customers back again and again. It’s a 
repeater you can count on! i 
Condon COLUMBIAN ROPE COMPANY ; 
every step of the way AUBURN, “The Cordage City,” NEW YORK 
ar : 
——— 3 
BLUE E 
‘ PURE MANILA : 
: a 
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Delegates to 41st Annual Congress, July 
15-18, will be guests of local associations. 


World’s Fair and West Point to be visited. 


ITH New York 
and its thou- 
sand - and - 
one sights as 
a background, 
hardware dele- 
gates and 
their wives at- 
tending the 
41st Annual 
Congress of 
National Re- 
tail Hardware 

Association, will be regaled with 
a program of just the right mix- 
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ture of business and _ entertain- 
ment. During the four days July 
15-18, 1940, of the Congress, 
hardware men and their ladies 


will be feted by cooperating hard- 


ware associations in New York 
City and the metropolitan area, 
who have arranged a merry round 
of the best the city has to offer. 
The Hotel New Yorker is 
official headquarters and Monday 
afternoon, July 15, will be the 
scene of the first of the many in- 
formal gatherings. While the 
officers’ council is in session, the 


ladies may attend a reception for 
Mrs. Horace P. Aikman, wife of 
the incumbent president, and will 
have an opportunity of getting 
acquainted with one another. 
Monday evening will witness the 
opening session of the Congress 
with its roll call and will be 
marked by the obsence of ad- 
dresses. This is to be followed by 
another “get acquainted” event, 
an informal dance in the ballroom 
of the hotel. 

Tuesday’s business session will 
be brief in order that a full after- 
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noon and evening may be spent 
at the 1940 World’s Fair in New 
York. This day has been set 
aside by the Fair management as 
National Hardware Day. Hard- 
ware dealers and their ladies may 
have fun in quantity for little 
money. In addition to the many 
educational exhibits of agriculture, 
industry, business and science, 
dealers can visit the entertainment 


( Hotel New Yorker Photo) 


At the left is seen the 
Hotel New Yorker, 
headquarters for the 
Congress. Below is a 
view of the New York 
World’s Fair as seen 
from the air. The 
Fair is a 10-cent, 10- 
minute ride from the 
Hotel New Yorker. 


(New York World’s Fair Photos) 





palaces of the Fair’s “Great White 
Way,” attend the colorful celebra- 
tions in the Court of Peace, and at 
night view the fireworks’ display 
and the colorful and musical foun- 
tains in the Lagoon of Nations. 
Also not to be overlooked are 
Billy Rose’s Aquacade and the 
new American Jubilee. 

Scores of eating places are 
scattered about the grounds and 





their prices will meet any budget. 
There are complete restaurants, 
snack bars, soda fountains, cafe- 
terias, and lunch counters. 
Transportation facilities to and 
from the Fair are many and in- 
clude railroad, bus, boat and sub- 
way and elevated trains. Parking 
for private cars is 25 cents for the 
entire day and parking space is 
almost unlimited. Particularly 
convenient for hardware men will 
be the Long Island Railroad which 
runs trains for 10 cents from a 
point almost across the street from 


the Hotel New Yorker. 


Wednesday morning the ladies — 


will be off by themselves on a tour 


The already familiar theme cen- 

ter of the World’s Fair—the Peri- 

sphere and Trylon. The four 

sculptured figures about the la- 

goon are “The Four Freedoms” 
by Leo Friedlander. 
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of one of New York’s large de- 
partment stores where they will be 
able to observe the inner work- 
ings of one of New York’s cita- 
dels of fashions. 

The Congress will have only 
one session and that in the morn- 
ing and in the afternoon will em- 
bark for a trip up the Hudson to 
West Point. The specially char- 
tered boat will take the party past 
many beautiful Hudson River Val- 
ley scenes of historical interest. 
While at West Point there will be 
an opportunity to inspect the fam- 
ous United States Military Aca- 
demy. 

Return to New York will be at 
night in order to provide the party 
with the view of New York’s 
towers of light sparkling along the 
shores of the lower river. 

There will be two business ses- 
sions on Thursday and the eve- 
ning will be ushered in by a ban- 
quet, floor show and dance in the 
ballroom of the Hotel New Yorker. 
This promises to be an entertain- 
ing affair. 











































(Hotel New Yorker Photo ) 


Fifth Avenue looking north from 
35th Street. A 10-cent bus ride 
provides an excellent vantage 
point from which to observe this 
famous thoroughfare from Green- 
wich Village to Harlem. 


While these features complete 
the entertainment program as 
planned, there will undoubtedly be 
other opportunities for making 
the visit to the Congress worth 
while and unusual. No plans have 
been made for Friday, July 19, and 
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( Long Island State 
Park Commission ) 


For those who stay in New York 
after the. end of the Congress, 
there is Jones’ Beach to provide 
surf, bay and pool bathing. Lo- 
cated on a three-mile beach of 
white sand, its 2500 acres contain 
many facilities for healthful sea- 
side recreation. It’s worth seeing. 
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A wonderland of light—New York by night as seen from the Hudson River boat. 





(New York Convention Bureau) 
This is one of the 


sights which will greet hardware men and their ladies as they return from the West Point trip. 


thus hardware men and_ their 
families will have an opportunity 
to visit New York on the “loose.” 
There will be many Broadway at- 
tractions of note. Rides on the 
“rubber neck” buses along Fifth 
Ave.; a trip to the Bronx Park 
Zoo and Botanical Gardens; a 
trip to Coney Island; a visit to 
busy Wall Street, the produce mar- 
kets and huge docks, should be 
long-remembered experiences. 
Many will want a dip in the surf 
at Jones’ Beach, which is easily 
reached by bus and motor car 
from the heart of the city. A few 
hours drive along magnificent 
parkways and_ then 
Jones’ Beach for a swim in the 
ocean or the calmer bay. Here 
too are many restaurants, sporting 
facilities, dancing and a stroll on 
the mile-long boardwalk rigged 


like a ship’s deck. 


youre at 


Business Sessions 


A business program for the ses- 
sions of the Congress has been 
planned that will be both interest- 
ing and educational. Tuesday’s 
session will hear Clem D. John- 
son, Roanoke, Va., vice-president 
of the U. S. Chamber of Com- 
merce. Mr. Johnson will address 
the Congress on “What Will Help 
Business?” Theodore Christian- 
son, former governor of Minne- 
sota, and present head of the Free- 
dom of Opportunity Foundation, 
will also address the same session. 
He will talk on “Monopoly in Re- 
tail Distribution.” 

Problems of distribution will 
occupy the business of Wednes- 
day’s session with O. W. Ahl, Hib- 
bard, Spencer, Bartlett & Co., Chi- 
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cago, Ill, speaking on “Econo- 
mies Through Cooperation.” A 
second subject at this session will 
be on the general topic of what 
the retailer should expect from the 
wholesaler. A third speaker, 
Walter Rector, American Fork & 
Hoe Co., Cleveland, Ohio, will dis- 
cuss distribution problems. 
Thursday’s business theme will 
be on the successful operation of 
retail hardware businesses. One 
address will deal with manage- 
ment phases and another with the 
merchandising procedures and 
operations. Fair trade and trade 
diversion will also be included for 
among the business 
sessions. Time will be permitted 
for forum discussions of these and 


discussion 


other problems. 


While there are numerous 
hotels in New York City offering 
medium-priced rates, many dele- 
gates and their families will pre- 
fer to stay at the Congress head- 
quarters, the Hotel New Yorker. 
It is suggested that all planning 
to attend make their reservations 
now. 

The following are room rates 
at the Hotel New Yorker: 50 sin- 
gle rooms at $3.50 per day; 50 
single rooms at $4.00 per day; 75 
double rooms, double beds, at 
$5.00 per day; 75 double rooms, 
double beds at $6.00 per day; 75 
double rooms, twin beds, at $6.00 
per day; 75 double rooms, twin 
beds, at $6.50 per day, and 75 
double rooms, twin beds, at $7.00 
per day. 


No Risk, No Gain 


HE government of the United 

_ States has developed what the 
psychoanalysts call a father com- 
plex. All its citizens are regarded 
as children to be “protected.” Labor 
must be protected against the ex- 
ploiting employer, farmers against 
industry, youth against age, age 
against youth, and investor against 
“Wall Street.” 

Risk must be taken out of invest- 
ment, say the medicine men in 
Washington. But the two are in- 
separable. Investment without risk 
would be as anomalous as spring 
without showers. 

Government cannot make _in- 
vestment safe for democracy, says 
Nation’s Business in “The Case for 
Investment Banking.” The auto- 
cratic control necessary to take the 
risk out of investment would take 
the freedom out of democracy. Be- 


cause all creative enterprise has its 
roots in risk. 

Think of the risk taken by those 
who built the early automobiles. In 
the hope that people might be in- 
duced to buy them, no less than 1500 
makes of cars have been offered to 
the American market, and of these 
less than 100 remain. The failures 
as well as the successes have con- 
tributed to the present standing of 
the great automotive industry. They 
also serve who invest and lose. 

You cannot make an omelet with- 
out breaking eggs and many a nest- 
egg has been cracked in getting new 
industries started. Americans would 
rather retain control of their own 
savings with risk than turn it over 
to politicians who promise no risk. 
They accept the maxim that risk 
is proportioned to profit and profit is 
proportioned to risk. 
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Ir you visited these plants you would 
see the most advanced precision machin- 
ery, tools and testing equipment, operated 
by hundreds of highly skilled mechanics: 

You would see line after line of machines 
in quantity production and assembly, with 
detailed inspections at every step: 

You would see batteries of dynamometers 
and testing units that constantly insure the 
maintenance of Briggs & Stratton specifica- 
tions and standards of performance, resulting 
from almost a quarter century of experience: ” 

And, finally, you would know why pur- 
chasers prefer equipment powered by Briggs 
& Stratton 4-cycle gasoline motors guaran- 

teed by this responsible, internationally 

known company. 


BRIGGS & STRATTON CORP. 
MILWAUKEE, WISCONSIN, U. S. A. 








IT'S POWERED RIGHT WHEN IT’S POWERED BY BRIGGS & STRATTON 
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, = can’t beat a combination that gives a 
woman the style she wants at the price she 
can afford and here it is—a smart new “ward- 
robe” for the kitchen—a complete color- 
scheme that redecorates it—Kitchenware 


Ensembles by Owens-Illinois. 


Style acceptance is assured by constant 
checking on decorating trends and customer 
demand. Sturdy construction and the finest 
lithographed finish obtainable put value in 
this merchandise that builds prestige and 


good will for you. 


In the Bouquet pattern illustrated, you see 
only one of the many smart styles that make 
for quick turnover and volume sales. See 
our complete Jine at your jobber’s or contact 


our nearest sales office. 


KITCHENWARE ENSEMBLES 
by 
OWENS-ILLINOIS 
CAN COMPANY 


HOUSEWARES DIVISION « TOLEDO 


See our display, Booth Nos. 422-424 at the Housewares Show, Atlantic City, July 7th to 12th 
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\ \ HILE some states 


have fairly accurate records of 
annual fur catches, other states 
have practically none. The fur 
dealers in most instances have 
prepared these records. 

Many states have special - laws 
controlling the size of traps. They 
also have laws directing that traps 
must be used with smooth jaws. 
The majority of states have 
regulations on “trap tags’”—with 
the name of the trapper—or his 
name must be stamped on his 
traps. Then there are stringent 
regulations against the use of poi- 
sons, explosives and the use of 
chemicals in taking animals. Alas- 
ka and Canada are great fur pro- 
ducing sections. Here is an excerpt 
from a Canadian paper dated Au- 
gust 1937 on Canadian fur trade: 


Raw Fur Production 


“The value of the raw fur pro- 
duction in Canada in the last fur 
trade year was the highest since 
1928-29. The total value for the 
year ended with June 1936, was 
$14,039,000, which showed an ad- 
vance of more than one million 
dollars on the value of $12,834.- 
000 in 1934-35. The value in 
1928-29 was $18,745,000. 








“Silver fox is far in advance of 
every other kind with respect to 
total value and practically the en- 
tire supply comes from the fur 
farms. The number of silver fox 
pelts produced during the 1935-36 
season, according to a report issued 
by the Dominion Statistician, was 
142,814 with a value of $4,728,- 
500. The value of the silver fox 
pelts represents 34 per cent of the 
total raw fur production of the 
Dominion in the last fur trade 
year. Muskrat and mink were 
second and third among the prin- 
cipal kinds of fur, the former with 
a value in 1935-36 of $2.148.600 
and the latter with $1,701,500. 
Both kinds showed decreases in 
number but increases in value com- 
pared with the previous season.” 

Many fine books are available to 
trappers at small cost and have 
aided greatly in promoting better 
trapping methods. For the rest of 
this article I am indebted to Harry 
J. La Due, former U. S. Game 
Warden who is one of the best 
posted men on traps and trapping 
in this country. He is intensely 
interested in conservation of fur 
bearing animals and tells in his 
book “Guide for Trapping” of the 
great progress that has been made, 
in recent years in that direction. 





Part Ill 


From his book I take the informa- 
tion which follows: 

The United States and Canada 
were both favored abundantly by 
nature in supplies of wild life. The 
history of the fur industry espe- 
cially in the states contains many 
examples of unwise practice. 
Hungry for quick profits, the trap- 
pers slaughtered the beaver in 
every section. The earlier trapper 
could not believe that a shortage 
would ever occur. This sturdy 
member of the fur bearers was al- 
most extinet when measures were 
taken to protect him. 


Nature’s Balance 


The muskrat through draining 
of swamps, long periods of drought, 
trapping at seasons where bearing 
mother animals were taken, had 
already made serious inroads. We 
must not place the entire blame on 
the activities of the trapper. Na- 
ture has always maintained a bal- 
ance. Supplies of food, climatic 
conditions, flood, drought and the 
eternal warfare among the species 
of wild life kept all in reasonable 
control. 

The entry of man, with efficient 
devices, the gun and trap, upset 
this balance. The Indian who took 
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only what he required for his im- 
mediate needs with simple weapons 
had not caused any serious decline 
among the fur bearers. The old 
story—what is everybody’s busi- 
ness is nobody's worry—was well 
illustrated in the history of our fur 
crop. Lower priced traps, more 
efficient methods of trapping were 
gradually making disastrous in- 
roads on the fur bearers. Not only 
was this true of fur bearers but of 
all our wild life. The seeming in- 
exhaustible supply of all wild life 
was rapidly disappearing. 

No serious attempt to conserve 
the supply of wild life was made in 
the United States until the original 
supply was about exhausted or in 
danger of being entirely extermi- 
nated. 


Wild Life Conservation 


One of the first real attempts 
was the establishment of the Penn- 
sylvania Game Commission. It was 
years before much was accom- 
plished owing to the fact that the 
various legislatures failed to ap- 
propriate the money to support the 
movement. In 1913, after many 
attempts had been made to bring 
this about, the Hunters’ License 
Law was passed and the entire 
revenue derived therefrom was al- 


lotted to the Game Commission to_ 


be used for the conservation, per- 
petuation and protection of the 
wild life of the State. Since that 
time practically every state in the 
United States has passed some kind 
of hunters’ license law. Many 
game protective associations were 
formed and annual game confer- 
ences were held, where the prob- 
lems of the various states were dis- 
cussed. Much progress was made 
and game conditions were greatly 
improved in many states. 

This all led to the calling of the 
nation-wide conference in Wash- 
ington in January. 1936, which 
was called the American Wild Life 
Conference. The fact that the name 
of these great gatherings was 
changed from Game Conferences 
to Wild Life Conferences led a 
group of men who were interested 
in the welfare of the fur bearing 
animals of the country to believe 
it was an opportune time to make 
an effort to have the fur-bearers 
included in these deliberations, as 
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they are of just as much impor- 
tance to the country as a whole as 
any other form of wild life. 

At the second Wild Life Confer- 
ence, held at St. Louis in Janu- 
ary, 1937, a committee was ap- 
pointed and a separate fur meet- 
ing was held, which was attended 
by a great many people who were 
interested in the fur bearers. The 
industry was well represented 
from the trappers to dealers, tan- 
ners, manufacturers and mer- 
chants. The problems confronting 
the fur industry were discussed 
and a resolution was adopted and 
presented to the regular resolution 
committee of the conference, set- 
ting forth the fact that the fur 
bearers were of just as much im- 
portance as any other form of 
wild life and were being neglected 
and requesting that they be given 
serious consideration in any fu- 
ture meeting where the welfare of 
our wild life was being discussed. 

This was done at both the Balti- 
more and Detroit conferences and 
through the resulting publicity 
and through the efforts of the Fur 
Resources Division of the Bio- 
logical Survey, many states have 
passed or are now engaged in for- 
mulating and passing practical 
fur bearing animal laws, which 
will conform to their local re- 
quirements. Therefore, it can rea- 


sonably be expected that in the 
comparatively near future all of 
the states will have passed and put 
into effect laws that if reasonably 
well enforced will guarantee an 
annual crop of fur indefinitely. 

Education is playing a most im- 
portant part in furthering this 
work. Fur buying houses, trap 
manufacturers and all interested 
parties are cooperating in the 
most earnest and sensible manner 
teaching the trapper when to 
trap, how to trap to prevent loss 
of captured animals, how to pre- 
pare the pelts for market. Waste- 
ful practices are being corrected 
and to the great profit of all con- 
cerned. 

Another step in the right direc- 
tion is the fur practice study by 
Prof. Bachrack who has written 
several books on the fur industry. 
From the swamp, the forest and 
plain the raw fur traveling to the 
buyer, to the fur auctions, to the 
finisher and dyer who processes 
the pelt, to the maker of the fin- 
ished garment, a fur piece, covers 
a most interesting route. Our 
space is too limited to go into de- 
tail. Walk up Fifth Avenue in 
New York or its counterpart in 
any city—there gaze at the gor- 
geous garments and fur pieces— 
a long way from the river bottom, 
swamp and plain. 


A Letter to Mr. Norvell 


From a Canadian Reader 


OUR first article én the fur in- 
b get is very interesting. (See 
HarpwarE Ace, May 16, p. 42.) 

When the Hudson’s Bay Company 
received its charter from King Char- 
les II in 1670, one of the conditions 
of the charter was that any reigning 
monarch of Great Britain who should 
visit Canada was to be presented 
with two elk hides and three beaver 
hides. Of course no reigning mon- 
arch visited Canada till last May 
when Their Majesties made _ their 
epic journey through Canada and 
part of the United States. 

While his Majesty was in Winni- 
peg. the officials of the Hudson’s 
Bay Company fulfilled the above 
condition in quite a nice ceremony. 
The five hides, of course, were 
beautiful specimens. I believe they 
have since been on exhibit in Lon- 


don. 


I think the above will be of in- 
terest to you. No doubt King Char- 
les II put in the condition as a joke, 
but it was faithfully carried out at 
first opportunity 268 years later. 

A. G. MaIn 

Dowswell, Lees & Co., Ltd. 
Hamilton, Ontario, 
Canada. 


Free Movie Days 
Merchants at Estherville, Iowa, 
staged two free movie days last 
December and when the count had 
been given, it was found that 
10,000 people had been given free 
entertainment at a local theater. 
A large number of these people 
came from the near-by rural ter- 
ritory and reciprocated by making 
purchases at Estherville. 
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ON? business which is going to exist 
very long can think only about 
sales this month or this year. The place 
which we have maintained in the trapping 
industry for three generations and which 
we hold today has been achieved by an 


awareness of present demands and an 
alertness to future developments. 


We are constantly experimenting and 
testing in our factory and out in the field 
to improve our present traps and develop 
new ones. At least three of the traps 
which are among our best selling numbers 


this year were not on the market or even 





ONEIDA NEWHOUSE TRAPS - 


ONEIDA VICTOR TRAPS - 


ANIMAL TRAP COMPANY OF AMERICA 





producing for today 


designed a scant half dozen years ago. 


Sensible game laws and conservation 
projects are insuring the future of the 
trapping industry. We are more than 
ready to cooperate*with state, national 
and private efforts to preserve our game 
and our fur-bearing animals. We are 
likewise eager to cooperate with 

stockmen, 

the 


government agents, and 


sportsmen to reduce losses from 
predatory animals. _ 

These things are all part of the future 
development of the trapping industry, for 


the welfare of our business and yours. 


ONEIDA JUMP TRAPS 


LITITZ, PA.* NIAGARA FALLS, CANADA 


Also makers of Victor Mouse and Rat Traps, Victor Duck Decoys, and Trump Garden Tools 
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G-E “DIAL-THE-FABRIC” 
AUTOMATIC IRON 


Streamlined. 
“Dial the fabric’’ heat control. 


l 

2 

3. Compensating thermostat. 

4. Moulded handle and thumb rest. 
5 


Fast heating Calrod unit produces even soleplate 
ironing temperature. 

6. Button nooks to save buttons. ° 

7. Chromeplate finish, attractive, durable. 

8. Heel rest to save lifting. 

9. Long-life cord set, moulded rubber plug. 

10. 1000 watts for faster ironing. 

11. Weighs only 4!% pounds. 

12. List price $8.95. 


G-E “MET-L-TOP” IRONING TABLE 
. All metal—will last a lifetime. 
2. Lightweight—warp-proof—fireproof. 
Vapor-vented—vents carry off steam and aid in 
faster ironing. 


4, Patented folding legs—fold easily without ad- 
justment. 
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See your G.£ Distributor at 


GENERALGS ELECTRIC [Retires 


sing offer. 


BRIDGEPORT. CONN. ONTARIO, £:Abaes I 


IIARDWARE AGE 






5. Rigid construction—standard size. 
6. List price $5.95. 
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of Southampton, N. Y., used 
goldfish aquariums as spe- 
cials for a three-day sale and 
profits jumped 300 per cent 


(ul sale of 150 gold- 





fish aquarium specials in a single 
day came as a surprise to the firm 
of Henry G. Frankenbach, Inc., of 
Southampton, N. Y. The item had 
been purchased as a means of 
bringing people to a_ three-day 
sale, conducted by the store, but 
so many persons were anxious to 
obtain them that the supply was 
exhausted during the first day of 
the sale. 

Southampton is a summer resort 
community of about 4000 popula- 
tion and is located on the tip of 
Long Island. Announcement of 
the sale was made by means of two 
circulars which were mailed to 
more than 1500 customers in the 
community located within a six- 
mile radius. The goldfish circular 
was 1] by 17 in. in size and was 
black printed on pink paper. The 
other circular, which described the 
various items offered in the sale, 
was a four-page folder, black on 
green, and was of the same dimen- 
sions when folded. Both of the 
circulars were developed by a 
wholesale hardware firm from 
which the company purchases 


most of its merchandise. 

When the store opened on the 
first morning of the sale, people 
were lined up outside waiting to 
purchase the goldfish aquarium 
special 


and other merchandise 
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Profits Swam In When 
Goldfish Were the Bait 


Henry G. Frankenbach, Inc., 
























described in the other circular. 
Total purchases for the three-day 
period were 300 per cent higher 
than they were for the correspond- 
ing period the year before. Many 
sales of major appliances, an im- 
portant line in this store, were 
made to people who had first pur- 
chased some of the special mer- 
chandise. One customer, who was 
attracted by the goldfish aquarium 
special became interested in re- 
frigerators and ordered one. 

Mr. Frankenbach said of the 
sale, “I have never seen so many 
strange people in the store before. 
One thing that surprised us was 
the number of adults who pur- 
chased the goldfish. A few children 
came to the store, but our fears 
that this would be mainly of 
interest to children were not borne 
out. 

“A great many people were will- 
ing to pay 55 cents for the special 
and could hardly realize that only 











Here is the 

aquarium that 
brought sales 
to Henry G. 
Frankenbach’s 


9 cents was necessary to make the 
purchase. Some individuals even 
called on the long distance, spend- 
ing as high as 20 and 25 cents for 
the telephone call to order the 
goldfish special.” 

Mr. Frankenbach summarizes 
the event by saying, “We believe 
this promotion was worth while. 
It created a lot of interest in the 
store. Many people who never 
thought of us as a source of supply 
were attracted to the store, and 
had an opportunity to observe our 
displays of merchandise. The sales 
increase of 300 per cent over the 
same period a year ago, compen- 
sated to some extent for the low 
margin on some of the special 
items. This event brought traffic 
to the store, and I believe that the 
retail hardware store of today 
needs more promotions of this 
type in order to bring people in 
the community to the store more 
often.” 





















Bring "Em to Town 


Merchants of La Crosse, Wis., 
invite school teachers to come to 
the city from rural areas with 
their classes and visit local fac- 





tories and stores, under the hos- 
pitality banner of the local cham- 
ber of commerce, and at the con- 
clusion of the trip the children 
are given complimentary tickets to 
either of two theatres in La Crosse. 
When the kids go home, of course, 
they tell their parents about their 
visit, and sell them on the idea of 
going to La Crosse regularly to 


shop. 


Customer Slant 


Business men of Decorah, lowa, 
got several farm women to come to 
one of their luncheons and give 
them their slant on modern mer- 
chandising needs. They learned 
plenty. One woman said, “Farm 
women are learning what’s what 
about merchandising. Back 20 


years ago you could easily tell a 
farm woman when she entered 
your store—but that is not so to- 
day; she keeps pace with things. 
The farm girls now becoming wo- 





TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
IMPROVE RETAIL HARDWARE SALES 


men have high school educations, 
go back home and teach their 
mothers about present-day trends. 
We know what to buy and when 
to buy.” 
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Farmers’ Auction Day 
Merchants in Winfield, Kan., 


some years ago started a farmers’ 
auction day at which time farm- 
ers could bring in for display and 
sale at a central place any used 
merchandise, or any produce they 
wished to sell. This event grew 
so popular that one sale grossed 
$10,000. Much of this money also 





found its way into local stores, new 
merchandise being bought by 
farmers who had ready cash. 


Greeters 


Six personable young men are 
the official greeters of the Sioux 
City Associated Retailers. Wear- 
ing marked caps, they walk the 
streets about the business district 
and see that occupants of out-of- 
town cars are made to feel at 
home. They hand out maps, indus- 
trial literature and other informa- 
tion. This certainly is a swell stunt 
that any community can use to 
make out of town people like to 
come there and buy. 






Chicken Day 
Merchants of Mishawaka, Ind., 
once held a Chicken Day which 
was a cackling success. For three 
days all stores participating ac- 





cepted eggs at one cent above the 
market price in lieu of cash. Ar- 
rangements were made with whole- 
salers and grocers to handle resale 
of eggs. A feature of the program 
was a big chicken fry and in addi- 
tion twenty-five live chickens were 
dropped from buildings down onto 
the gathered crowds. Anyone 
catching a chicken could keep it. 
Needless to say Mishawaka became 
“chicken and egg minded.” 


o & 


Window Hunt 


Eighty-five retailers in Milwau- 
kee recently staged a treasure hunt, 
with prizes being given to people 
who looked for key numbers in 
85 different retail windows and 
turned them in to a central com- 
mittee. The stunt worked out well, 
even if some people got sore eyes 
looking at so many windows. 
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~ WORLD'S LARGEST 
REFRIGERATOR FACTORY 
PRODUCING AT FASTEST 


PACE IN HISTORY 


> 


A NEW FRIGIDAIRE 
Euery 171/. Seconds 





206 FRIGIDAIRES Per Hour 
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59 CARLOADS Pex Day 
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IT IS FRIGIDAIRE FOR ’40! 
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Glance at your watch... 


Before the second hand makes one revo- 
Jution, more than three new Frigidaire 
Refrigerators come off the assembly line! 


206 per hour! 


Frigidaire dealers and salesmen are mak- 
ing sales history. And to meet their un- 
precedented demands for more and more 
products, Frigidaire is breaking every 


production record! 


An average of 59 carloads of Frigidaire 
products leave the plant every working day! 


What better proof that the world’s larg- 
est refrigerator factory is geared to the 
needs of its selling organization! 


FRIGIDAIRE DIVISION 


General Motors Sales Corporation, Dayton, Ohio 
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Pinking shear display of J. Wiss & 
Sons Co., Newark, N. J., has a cello- 
phane cover and colored plush pad 
as a background for the merchan- 
dise. Keeps shears clean, reduces 
theft, and adds to beauty of mer- 
chandise. Case 10!4 in. by 6! in 
(Free with order of four shears.) 








To Help You 


M anufacturers Offer 





Aids in Selling Ranges—Display material of the 

Florence Stove Co., Gardner, Mass., consists of 

a 54-in. cutout, name cards, three-color wall 

hangers, and an attractive crepe paper streamer 

for decorating wall or window. Wall hangers 

illustrate features of each type of range, and 
also illustrate complete line. 








Wick Merchandise r— 
Handy metal dispenser of 
A. J. Lindemann & Hover- 
son Co., Milwaukee, Wis., 
is a complete wick depart- 
ment. Wicks in merchan- 
diser will supply more than 
350 brands of stoves. Stove 
directory and type of wick 
to use is listed on back. 
Price of wicks on front. 


For Promoting Files—A lithographed 
color output of Nicholson File Co., 
Providence, R. I., is available featur- 
ing either Nicholson or Black Dia- 
mond files. The display can also be 
used in connection with Nicholson 
Retail Units and Handy files. 
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Shows Thermos Bottles—Three-piece 
window promotion of The American 
Thermos Bottle Co., Norwich, Conn., 
is a combination window card and 
merchandise displayer. Units may 
be used together or separately on 
YTTT RT iit il tables or in windows. 




























n | Sell More Goods a® SAMSON SPOT 


These Display Helps 
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Sash Cord Chart of the 
Samson Cordage Works, 
Boston, Mass., lists informa- 
tion of value to hardware 
dealers in selling this mer- 


chandise. Diameter of cord, IN HANKS 
HANKS in A PACKA OF i00 





feet per pound, heaviest as CE OR ty: 

weight, and smallest pul- “aoe SPOTS snd the wen “spon OF ANY LENGTH, UsysONE DOZEN 

ley for six numbers of hia ee cake " CORD” oe both Todo sary eC ; 1200 Fr 
) cord are given. whee hon th We werent impacted ond ; iececne 
PUL ve satis 





Demonstrates Tackle — Four - color 
window card of Enterprise Manufac- 
turing Co., Akron, Ohio, is ideal for 
window use. It is 20 in. by 25 in. Inge 

in size, and is equipped with easel SF OE TIMEREEPERS 
back. Action shown gets attention. ee ean) foe 


Srgerscd’ THEKEEPERS 


SWB GGER 


% 
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Clocks and Watches—This colorful 
counter display piece and an addi- 
2 tional display for windows devel- 
5 oped by the Ingersoll-Waterbury Co., 
9 Rockefeller Plaza, New York, N. Y., 
is furnished free to retailers order- 
: ing from the jobber Ingersoll watches 
and clocks featured in the display 
totaling $60 or more in any one ship- 
ment. The display is 40 in. long, 
14 in. deep, and 22 in. high. 





JUNE 13, 1940 











etermining the Quality 
of Hickory Handles 


The most reliable indication of 
the strength of any handle is 


not its color but its density 


(a combination of 


stiffness, hardness, resiliency. 
shock-resistance and toughness in 
American hickory has made it the 
world’s supreme wood for striking- 
tool handles. 

A farmer, lumberjack, workman 
and “man of the house” chooses a 
hickory handle by its “eye ap- 
peal,” assuming that its attractive 
appearance also spells quality. 
The truth of the matter is that the 
best looking handle might be the 
poorest in many important quali- 
ties. The question of color has 
been considered a definite indica- 
tion of quality. To this day, the 
average buyer will demand a 
hickory handle of entirely white 
wood, even though he may get a 
handle of much poorer quality 
than one of all red wood or com- 
bined red and white wood. 

Strength tests conducted by the 
Forest Products Laboratory of the 
United States Forest Service, Madi- 
son, Wis., show that weight for 
weight sound hickory has the same 
strength, toughness, and resistance 
to shock regardless of whether it 


Editor’s Note: From booklet “Amer- 
ican Hickory Handles” published by the 
United States Department of Commerce, 
Bureau of Foreign and Domestic Com- 
merce, Washington, D. C. 
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Cross section of two hickory handles. Rapid growth (called second 
growth) is at left, there being only about five annual growth rings 
to an inch. Note large proportion of summerwood compared to the 
narrow springwood which is recognized by large open pores. At the 
right is slow growth (called forest growth) with about 28 annual 
growth rings per inch. The handle at the left is heaviest (densest) 
and therefore the strongest. Weight is best criterion of strength. 


is red hickory (heartwood), white 
hickory (sapwood) or mixed red 
and white wood (heartwood and 
sapwood). 

Some consumers believe that a 
handle that is part white and part 
red may “cleve” or “split.” This 
is an entirely false impression. 
There is no more likelihood of a 
split occurring between the heart- 
wood and sapwood of the tree than 
in another cross section. It must 
be realized that all heartwood 
(red) was once sapwood (white), 
and the only essential difference 


from the standpoint of handles is 
one of color. 

The most reliable indication of 
the strength of a handle is its den- 
sity. That is to say, of two pieces 
of the same size and dryness, the 
heavier will be found to have the 
better strength properties. 

A fairly reliable visual guide to 
strength is found in the proportion 
of summerwood appearing on the 
end of the piece. The summerwood 
is the solid-looking (dense) por- 
tion of each yearly growth ring. 
It is quite easy to distinguish from 
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tco Household Cement mends 
D —and holds with a bulldog grip 
—practically everything. 

But there are other reasons, too, 
why this “extra profit” item is a fast 
seller. Your customers know that 
Du Pont means: (1) products of the 
finest quality; and (2) dependability 
—each product does what is claimed 


for it. You see, people have had good 
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MAKING ENDS MEET 


experience with other Du Pont prod- 
ucts— “Cellophane,” Duco, No. 7 
Polish, and many others. 
Transparent, flexible, and water- 
proof, Duco Cement is an expert at 
catching those extra nickels and dimes 
of your customers. Display Duco 
Cement where people can see it. It’s 
no sooner seen than sold! Be sure to 
include it on your next order. Ask 






= | 


PT =) 
i= 
(oO 


'e 


vee 





your jobber or write us for net prices 
and particulars on this fast selling 
item today. E. I. du Pont de Nem- 
ours & Co. (Ine.), Wilmington, Del. 


Visit the Du Pont “’Wonder World of Chem- 
istry’’ exhibits at the New York World's 
Fair and on the Boardwalk at Atlantic City 





REG. U.S. PAT. OFF. 
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An all red-wood handle, a combined red-and-white-wood handle and 
an all-white-wood handle might be produced from a single hickory 
blank. Provided the growth of the tree was steady year by year 
and other factors equal, each of them would be equally strong. 


the springwood section which is 
full of pores or small holes. 

Therefore, wide bands of sum- 
merwood and relatively narrow 
bands of springwood indicate the 
strongest piece of hickory. The 
greater the proportion of summer- 
wood in a tool handle the greater 
will be its strength. 

The number of growth rings per 
inch also affords a means of grad- 
ing hickory. Few growth rings per 
inch (fast growth) indicates a 
stronger and tougher piece than 


many rings (slow growth), pro- 
vided of course, that it is straight- 
grained and free from defects at 
important points. 

The best hickory shows an oily 
or glossy side-grain surface when 
smoothly finished. Also, when it 
is dropped on end on a hard sur- 
face such as a concrete floor, it 
emits a clear, ringing tone, in com- 
parison with the dull sound pro- 
duced by hickory of inferior grade. 
All hickory handles, to give best 
results, must be properly seasoned. 


How Hardware Dealers Can Retain 
Their Paint Business 


J ARDWARE dealers are losing 
much of their paint business 
to building material retailers and 
exclusive paint stores through the 
lack of aggressive merchandising 
but should retain their hold on this 
half billion dollar annual market. 
was the opinion expressed by C. P. 
Jarden, managing director of the 
Sherwin-Williams Co., Cleveland. 
Ohio, at the recent annual PASHA 
convention. 

“Too many hardware dealers lose 
out on their paint business because 
they push paint to the middle or 
back of their stores and spend too 
much time attempting to display 
and sell slow moving and _ non-re- 
peating merchandise,” Mr. Jarden 
stated. “Paint is one of the fastest- 
repeating items in a hardware store. 
whereas most other hardware items 
are bought only once or twice in a 
decade.” 

To prove that the paint depart- 
ment is the most profitable one in 
the average hardware store, he cited 
the $4.00 per capita consumer con- 


66 


sumption of paint in 1939 and said 
that there is not another line of 
merchandise in a hardware store 
that approaches it on a per capita 
basis. The millions of dollars spent 
by paint manufacturers to make 
people paint and color conscious 
have resulted in a greater aware- 
ness of how kitchens, bathrooms, 





C. P. JARDEN 


play rooms, furniture, floors, and 
roofs can be renewed and beautified 
with a coat of paint, he remarked. 

“The fact that the nation is be- 
coming color conscious is a sign of 
returning prosperity. People are no 
longer satisfied with drab effects. 
They want color, life, brightness. 
and they are spending literally mil- 
lions to get it. Don’t let them get by 
your door; keep your windows taste- 
fully dressed in color; use the color 
helps your manufacturer is offering 
you, for at the end of this rainbow 
of color is a pot of gold.” 

Mr. Jarden also stressed a num- 
ber of methods hardware dealers 
could use to overcome cheap paint 
competition. He pointed out that 
cheap paint costs just as much to 
apply as quality paint and that 
labor is responsible for 70 to 80 per 
cent of the cost of a paint job. To 
avoid selling paint by the gallon 
and laying oneself open to per gal- 
lon price competition, Mr. Jarden 
suggested analyzing the painting 
problem of the customer. He cited 
the case of the hardware dealer 
whose price per gallon was 75 cents 
higher than competition, but by dis- 
cussing the kitchen to be painted 
with the customer, he found that a 
half gallon would do the complete 
job, thus saving the customer 75 
cents and giving him a better qual- 
ity paint. He also cited the fact that 
an average house exterior requires 
only six gallons of paint and be- 
cause the paint is such a small frac- 
tion of the cost of the total job, it 
is not difficult to sell a quality paint 
to protect the much larger invest- 
ment in labor. 

“Of all paint manufactured in the 
United States,” Mr. Jarden pointed 
out, “about 60 per cent is applied by 
painters. This makes the painter the 
most important man with whom you 
have to deal, and he must be culti- 
vated. If you can’t extend credit, 
you can cultivate him by asking him 
about the jobs he has, recommend 
ing him to people who inquire for 
a painter; giving him color cards; 
sending his name to your paint 
manufacturer for mailing pieces and 
other helps, and helping him in 
every way to make more money.” 

As for modernizing paint depart- 
ments, Mr. Jarden suggested more 
companion selling; more attention 
paid to greeting at the door and over 
the telephone; more inquiring into 
the customer’s paint problems to 
make sure that a satisfactory job 
will be obtained, and the careful 
and timely use of good advertising 
matter, both direct mail and news- 


paper. 
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PLYMOUTH’S NEW MERCHANDISING PLAN 
INCREASES ROPE SALES EVERYWHERE! 









The greatest selling plan in 
rope history — right now tin- 
kling the cash registers of 
many dealers who have put 
it to work — is offered to you, 
too. If you are interested in 
increasing your rope sales — 
and profits — it will certainly 
pay you to investigate! 
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PLYMOUTH 
SALES-MAKER 
The greatest 
Rope Selling 
device ever 
invented. 





AMAZING SALES REPORTED! 


Sales increases of 50, 75 and even 150° have been reported to Plymouth 
from enthusiastic dealers. They’ re using—and profiting with—the Plym- 
outh Sales-Maker shown here. Just think! With the Sales-Maker alone 
Plymouth guarantees you at least a 25% increase in your rope sales! 
You pay $7.50—one-half the cost to Plymouth—for this Sales-Maker. 
But in addition to this Sales-Maker, Plymouth now gives you a wealth 
of free merchandising helps, plus Powerful, National Advertising to 
more than 4 Million Farmers! Every advertise- 
ment directs rope customers in your locality to see 
you! This is the most helpful dealer plan in the 
history of rope merchandising. 


GET IN THE SWING! Don’t delay! Send the cou- 
pon below and start new customers coming into 
your store! Send it today. 








Plymouth Cordage Company, North Plymouth, Massachusetts 
Without any obligation on my part, I want to know details about the 
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1940 Plymouth Rope Merchandising Plan for dealers. 














: thousand gal- 


lons of paint is a sizeable quantity 
in any man’s language, but it is 
an even more impressive quantity 
when sold in the course of a year 
in a town of 8000 people. Stating 
this volume, which is enjoyed by 
Kattman & Tilley Hardware. 
Brazil, Ind., in another manner, 
the store sells one quart of paint 
each year for each resident of the 
town. 
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A basic stock of paint, valued 
at from $300 to $500, is main- 


tained by the store at all times. 


Kattman 


i 
9000 gallons ‘ 3000 mhabitants ~ 
2 rd : 


Ind.— ail 





The layout of the section of the 
store, in which the department is 
located, was recently remodeled 
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to provide better display facilities 
and to permit customers to more 
freely examine the stock of paint 
and related lines. Two counters 
were removed so that the entire 
department is now visible to cus- 
tomers, and the fixtures were at- 
tractively finished in black and 
white. 

Vincent Vance, of the store’s 
staff, states that the firm’s paint 
volume was tripled four years ago 
when the present line was taken 
on. Says Mr. Vance, “We stick 
to the top grade of house paints in 
the line we handle. Our customers 
have been educated to the fact that 
good paint costs a bit more. Our 
customers, including women, pay 
cash for paint most of the time 
and will ask for our line by its 
name and number. Often we sell 
paint to customers before they 
even hire painters to do the job. 
If requested to do so, we will rec- 
ommend a painter. People rely on 
us to provide the right quantity 
for various jobs, even though the 
painting is to be done by profes- 
sional painters. Whenever paint 
is being sold we recommend the 
purchase of related items such as 
brushes, sandpaper, etc., and in 50 
per cent of the cases when a can 


of paint is sold we also sell the 
customer a brush. We find that 
most employed people are willing 
to pay cash.” 

Carrying good quality paint is 
not the entire story of the firm’s 
successful merchandising activities, 
however, for the wares and ser- 
vices of the store are consistently 
advertised the year ’round. A 
local newspaper frequently carries 
advertising for the store, and paint 
is frequently featured. Every 
week the store also uses screen ad- 
vertising in a local moving picture 
theatre. In addition broadsides 
provided by the manufacturer are 
distributed. 

Since mass displays are an im- 
portant means of attracting atten- 
tion, pyramids of one-gallon cans 
of paint are displayed near the 
wall display fixtures. These dis- 
plays emphasize the fact that the 
store carries well-rounded stocks 
and permit neat display of a large 
quantity in a minimum of space. 
The new setup makes it possible 
for customers to move around 
more freely than was previously 
possible and enables them to more 
easily see the merchandise in the 
paint department. 











Nothing stimulates customers to buy more than a complete and wide 
variety of stock on display. Every type of baseball glove, ball and 
accessory is shown in this open case display at the Henry G. 


Frankenbach, Inc., Southampton, N. Y. 
display the gloves on the background. 


Small hooks are used to 
Displays of this type are 


changed often and other sporting goods are presented in their 
proper season throughout the year. 
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Now: A 
COMPLETE 
LINE OF 


a Sed Dal 
PAINT CONDITIONERS 


Make fresh paint fresher than fresh 
and old paint new, ELECTRICALLY 
perfectly condition contents of all 


sizes of cans, in a jiffy, without mar- 
ring can or label. 


The No. 30 RED DEVIL for !/4 pint to gallon cans 
is now offered with rugged permanent base, four 
can adapter, square can adapter 


¥ No. 34 RED DEVIL for !/4 pint to quart 
BS) y cans. Fits right on the counter 
— 4 

No. 33 RED DEVIL takes from 2 to 5 
gallon cans. Triple 3-Way Action. 


FLATIERS P 
DOO SCRAPERS + 
MACHINES + 








Save Time 


The size is so clearly marked on each 
Simplex leather there can be no mistakes 
—no hunting for rulers to measure—and 
no cause for exchanges from customers. 


Simplex size-marked pump leathers cut 
down selling expense and give clerks 
more time to sell other items. Build the 
reputation of having a well-stocked effi- 
cient store. Try this new way to make 
sales more profitable. 


Ask your jobber or write us for price list. 














Presenting Our Guest Editor 


GEORGE L. EARLE 
President and Sales Manager, 
North Wayne Tool Co., 
Detroit, Mich. 


Whose Subject Is 


Mirror-ism. 


D ID you ever stop 


and think how you look while try- 
ing to shave with a blade some- 
what the worse for service? Take 
a good look tomorrow morning! 
You'll wonder why the birds 
perched on the sill outside your 
bathroom window (provided you 
are fortunate enough to have an 
outside window in your bath- 
room) even sing. The expression 
you will discover conclusively 
proves that you should make a 
change in your whisker-removing 
equipment. 

What am I driving at? Well, 
similar expressions on the faces 
of Americans are becoming too 
noticeable. And these expressions 
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are not the result of shaving with 
dull equipment. Just observe the 
faces of people reading the daily 
publications. I refer to those 
papers catering to the public via 
huge headlines, those papers whose 
vendors cry that the world is about 
to come to an end. Shrill voices 
shout that war has come or an- 
nounce the leading facts of a 
brutal murder. Now and then 
papers discover an automobile ac- 
cident which they can dress up so 
that it will sell their editions. 
Folks, just like you and me, read 
such unhealthy, cruel and destruc- 
tive knowledge. Nothing good 
comes from knowing about such 
news items. 










GEORGE L. EARLE 


And you.will discover that the 
facial expressions, to a noticeable 
extent, parallel the types of news. 
This type of news even follows you 
to your nightly rest and when you 
dream, as we all do, there is all 
too often something decidedly un- 
pleasant entering our minds. 
Looking at a beautiful flower or 
listening to a skilled artist doesn’t 
do that. 

Wouldn’t it be a wonderful 
thing if we in the hardware trade 
would recognize that ours is, with- 
out question, the most stable busi- 
ness in action today? By so think- 
ing we can easily conclude that we 
have much for which to be thank- 
ful. 

Let us cast aside the startling 
news of disaster, the unhealthy 
news comment and the cruel news. 
Perhaps the little world which we 
occupy may leaven the rest of the 
world and in time, as we all look 
in the mirror of activity, we may 
find a true spirit of fair dealing 
smiling through the present cloud 
of strife and misunderstanding. 
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LET THIS Ve stiny . 
C, CHECK LIST” SELL FoR you* 


This check list 

is 
mailed to 30,000 — 
Prospects in 1940, as 


WHAT TO LOOK FOR IN A HOME pry, ode Dany A 


ARE MATCH THE ARCHI- DOES YOUR INTERIOR HARDWARE MATCH? 
It should match the exterior hardware in 

































DOES THE HARDW 
TECTURAL DESIGN? Hardware of incorrect 
design is as out of place as @ high silk hat design and thus “follow through” the com- 
on a man in business clothes. Hardware plete architectural motif. It should be @ 
of correct design should blend into the definite part of your interior decoration. 
architecture as @ whole. 
IS YOUR MAIN ENTRANCE A FRIENDLY DOOR- DOES poor HAVE THREE HINGES? 
WAY? A friendly doorway is a picture in Large expanses of wood will warp, anda 
itself. It says welcome to guests before warped door can be avoided with proper 
rway is a warm hardware. One small hinge placed in the 
center of every door is an inexpensive 


you do. A friendly doo 
welcome to all and warrants your careful 
i safeguard against warping. 


attention to quality hardware. 
ARE ALL OF YOUR EXTERIOR DOORS, INCLUD- 
ING £ DOOR, EQUIPPED WITH CYLINDER po you HAVE CHROME-PLATED HARDWARE 
LOCKS? Cylinder locks have R BATHROOM AND KITCHEN? Your 
umbing fixtures are 
rass. Your hardware 


fit conveniently into your pocket or purse. 
maximum security 
should match. You should insist on 


Cylinder locks assure 
i they can be keyed 
chrome-plated hardware to maintain its 


and convenience, as 
key will open all doors 
sparkling appearance indefinitely. 


nd garage. 
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ACTION ON PATMAN CHAIN TAX 
IS DELAYED IN COMMITTEE 


(Washington Bureau 
of HarRpwaRe Aap) 

The seven-man sub-committee 
which for eight weeks heard 
testimony on the Patman anti- 
chain store tax bill has been rep- 
resented in recent weeks as op- 
posed to lifting a finger one way 
or the other on the measure. The 
net result of this strategy is to 
kill the measure by leaving it bot- 
tled up in committee. While 
there may be some basis for ex- 
pectations that the full member- 
ship of the House Committee on 
Ways and Means may review the 
whole chain store tax situation 
next session, there are few ob- 
servers who believe that the Pat- 
man bill will form any part of 
the foundation for such discus- 
sions. 

The eight weeks of public hear- 
ings—which started on March 27 
and ended May 16—were looked 
to by opponents as providing a 
medium for talking the bill to 
death. Toward the end of the 
third week, members of the sub- 
committee were hesitant about 
continuing the sessions but de- 
cided to go ahead and complete 
the job. Among those who ap- 
peared in favor of the Patman 
bill was Rivers Peterson, manag- 
ing director of the National Re- 
tail Hardware Association, who 
told the sub-committee that the 
measure would be an effective 


step toward restoring more equi- | 


table competition. 

Identified as H. R. 1, the Pat- 
man measure proposes a gradu- 
ated excise tax on chain store 
systems operating entirely with- 
in one state. Chain store systems 
having stores in more than one 
state would be subject to the 
graduated tax multiplied by the 
number of states in which they 
have stores. 

Representative Wright Patman, 
Democrat of Texas, and sponsor 
of the bill, indicated his inten- 
tion when the hearings opened to 
relax the provisions but op- 
ponents have protested that de- 
spite this move the principle of 
the proposed legislation remains 
none the less objectionable. The 
sub-committee turned aside the 


revision suggested by Mr. Patman | 
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and ordered that testimony be di- 
rected towards the bill as origi- 
| nally introduced in the current 
| session of Congress. 

Under the pending measure, a 
chain store system operating in 
one state would pay a tax rate 
ranging from $50 a retail unit 
for each unit not in excess of 15 
up to $1,000 a unit for each addi- 
tional unit in excess of 500. But 
a company operating 600 stores 
in 48 states and the District of 
Columbia would pay a tax of 


$390,500 multiplied by 49, or 
$19,134,500. 
While Mr. Patman estimated 


that his bill would raise $10,000,- 
000 to $15,000,000 annually, other 
witnesses appearing before the 
committee frowned upon the mea- 
sure as a revenue producer. The 
Texan also told the committee 
that his proposal would “greatly 
stimulate recovery.” 

Advanced at the early phase 
of the hearings was an opinion of 
Weaver Myers, an attorney for 
the Joint Congressional Commit- 
tee on Internal Revenue Taxa- 
tion, that the measure would be 
in violation of at least two 
specific provisions of the Consti- 
tution. 





Mr. Myers’ opinion was that 
such a law would be in violation 
of the due process clause and 
that since state borders would 
have to be taken into account be- 
fore the tax could be computed, 
it would clearly violate Article 1, 
section 8, which provides that all 
duties and excises imposed by 
Congress “shall be uniform 
throughout the United States.” 

“The base of the tax,” the opin- 
ion said, “is composed of the 
stores in the chain; the measure 
of the tax is obtained by taking 
into account both the number of 
stores operated and the number 
of states in which such stores are 
located. Thus the tax is directly 
affected by state boundaries. In 
fact, the multiple tax imposed by 
Section 2 (of the Patman bill) 
depends specifically upon one fac- 
tor alone — the location of the 
stores making up the chain 
among the various states.” 

Members of the sub-committee 
appointed to hear testimony on 
the bill include Representatives 
John W. McCormack of Massa- 
chusetts, chairman; John W. 
Boehne, Jr., of Indiana, Richard 
M. Duncan of Missouri, John D. 
Dingell of Michigan, all Demo- 
crats; Frank Crowther of New 
York, Harold Knutson of Minne- 
sota. and Roy O. Woodruff of 
Michigan, Republicans. 








JOHN SLEZAK HEADS 
TURNER BRASS WORKS 


| The Turner Brass Works, 
Sycamore, Ill., manufacturers of 
liquid fuel heating appliances, 
announces the election of John 
Slezak to the presidency of the 
company. 

Since Mr. Slezak’s appoint- | 
ment to the position of vice- 
president and general manager 
in 1931, many changes have been | 
made. The line of blow torches | 
and fire pots has been redesigned 
and enlarged, and a completely 
equipped research and engineer- 
ing laboratory has been set an | 
Many new products have been | 
developed and marketed, includ- | 
ing gasoline camp stoves and | 
lanterns, water heaters, furniture | 
and office hardware, metal spray | 
guns, refrigerant gas leak de- | 
| tectors, and special products. 
As president of Turner, Mr. | 








JOHN SLEZAK 


Slezak will actively direct the 
70th anniversary program which 
will commemorate the company’s 
founding in 1871. 


DuBOIS MANAGES SALES 
FOR MAYHEW STEEL PROD. 


L. E. DuBois has been ap- 
pointed sales and merchandising 


| manager of Mayhew Steel Prod- 








ucts, Inc., Shelburne Falls, Mass. 





L. E. DuBOIS 


Mr. DuBois, formerly sales man- 
ager of the Lamson & Goodnow 
Mfg. Co., Shelburne Falls, has 
had a wide experience in hard- 
ware and tool lines. He will 
supervise the domestic sales of all 
three divisions of the Mayhew in- 
terests including the Shelburne 
Falls and Conway, Mass., plants 
and the Maydole Hammer plant 
in Norwich, N. Y. 

The company’s present policy 
of distribution through only 
recognized wholesalers will be 
continued and it is stated that un- 
der the guidance of Mr. DuBois, 
new merchandise and publicity 
aids will be developed for whole- 
salers and dealers throughout the 
country. 


PRECISION PRODUCTS CO. 
NAMES REPRESENTATIVES 


Precision Products Co., Wal- 
tham, Mass., has announced the 
appointment of the following rep- 
resentatives for its “Easy-To-See” 
thermometer line: 

Carl TT. Martin, Denver, 
Colo., covering Colorado and 
New Mexico; Richard C. Balch, 
Minneapolis, Minn., covering 
Minnesota and Wisconsin; E. L. 
Parchman, Oklahoma City, Okla., 
covering Oklahoma and Texas., 
and Glenn E. Earp, Tacoma, 
Wash., for western Washington. 
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SCAIFE NOW MERCHANDISING MGR. 
FOR GENERAL ELECTRIC Co. 


Arthur L. Scaife, who has been 
assistant manager of the Gen- 
eral Electric appliance and mer- 





A. L. SCAIFE 


chandise department’s advertis- 
ing division since the consolida- 
tion of all G-E appliance activi- 
ties at Bridgeport last year, has 
relinquished his duties in the ad- 
vertising division to become mer- 
chandising manager for the de- 
partment, reporting to C. M. 
Snyder, appliance sales head. 


; port to Mr. Snyder, where he will 

act as consultant on operations 
of distributors and will be re- 
sponsible among other things for 
the operating costs of the appli- 
ance field organization. 


MOORE NOW TREASURER 
OF MARSHALL-WELLS CO. 


John H. Moore, who has been 
treasurer of the Marshall-Wells 
Co., Duluth, Minn., for the past 
7 years, and who also is control- 
ler of the company, was recently 
elected a vice-president. 

Mr. Moore was formerly con- 
nected with the Pabst Brewing 
Co. as treasurer and controller, 
and was for a time connected 
with the State of Wisconsin Tax 
Department. The company states 
it has materially benefited from 


accounting and tax matters, and 
his progress with the company 
has brought this added recogni- 
tion by its board of directors. 


HOUSEWARES BUYER FOR 
STRATTON & TERSTEGGE 


Leroy R. Stevens has been ap- 
pointed housewares buyer for 
Stratton & Terstegge Co., Louis- 
ville, Ky., it has been announced 
by W. H. Terstegge, president. 
Mr. Stevens for the past 21 years 
has been associated with the 
Belknap Hdwe. & Mfg. Co., Louis- 
ville, as salesman and assistant 
buyer of the housewares’ line. 


HEADS EXEC. COMMITTEE 
OF CONTINENTAL STEEL 


D. A. Williams, president of 
the Continental Steel Corp., Ko- 
komo, Ind., has been named 
chairman of the executive com- 
mittee. He succeeds the late 





his keen knowledge of finance, 


Niles Chapman. 








K. C. Gifford has been ap-; 
pointed vice-president in charge 
of sales of Schick Dry Shaver, 
Inc., Stamford, Conn. and A. F. 





The appointment became effective 
upon Mr. Scaife’s return recently 
from a several weeks’ trip to 


Fisher vice-president in charge | 
of engineering and manufactur- | 
ing, it has been announced by | 


GIFFORD VICE-PRESIDENT OF SALES 
FOR SCHICK DRY SHAVER. INC. 





other steps in progress. The 
company will shortly introduce 
an electric shaver for women, 
and plans the most extensive line 
of shavers for men in its history 
for the fall season. 


Other officers are W. S. Mc- 


Honolulu, where he assisted in| R. J. Cordiner, president of the | Menemy, secretary and treasurer, 


the conduct of a series of sales | 
meetings for W. A. Ramsay Ltd.,| 

x-E distributor in Hawaii. He | 
joined the company’s refrigera- 
tion department at Cleveland in 
1928, succeeding Walter Dailey 
in 1935 as sales promotion man- | 
ager for the specialty appliance | 
lines. 

Harold P. Smith, assistant to | 
the appliance sales manager 
since 1938, simultaneously is re- | 
leased from those duties and be- | 
comes assistant to B. W. Bullock, | 
appliance and merchandise ad- 
vertising manager at Bridgeport, 
where he will be responsible for 
all production activities, cost rec- 
ords, and financial operations of 
the advertising division. 

L. H. Taylor, who has been as- | 
sistant manager of credits and 
collections of the appliance 
and merchandise department at | 
Bridgeport, will henceforth re-| 


JUNE 13, 1940 


| 


corporation. Both 
fields. 

Mr. Gifford resigned from the 
post of general sales manager of 
the Toastmaster Division of Mc- 
Graw Electric Company, Elgin, | 
Ill., to assume the general sales | 


|managership of Schick on Jan- | 


uary 1. He had been affiliated | 
with McGraw for 15 years, and 
is well-known in the appliance | 
field. 

Mr. Fisher was formerly vice- | 
president and general manager | 
of the Robeson Rochester Co.,| 
manufacturer of home appliances | 
and tableware. 

The action by the board of | 
directors is in accordance with | 
the program for intensified sales | 
and merchandising activity in 
1940, the announcement stated. 
New products and increases in 
the number of dealer outlets are 


are widely | and 
experienced in their respective | secretary 


assistant 
treas- 


R. R. Merkle, 
and assistant 
urer. 





K. C. GIFFORD 


DENSMORE HEADS STEEL 
KITCHEN CABINET SALES 


The Youngstown Pressed Steel 
Company Warren, Ohio, (divi- 
sion of Mullins Mfg. Co.), manu 
facturer of “Y.P.S.” steel kitchen 

















R. E. DENSMORE 


cabinet, announces the appoint- 
ment of R. E. Densmore as _ na- 
tional sales supervisor. Mr. Dens- 
more for many years was asso- 
ciated with the Nash-Kelvinator 
Corp., but in recent years has 
been affiliated with Norge, Inc., 
Detroit, in the duties first of 
western sales manager and later 
as field sales manager. 
AIRTEMP SELECTS NEW 
OUTLETS IN 7 STATES 


Appointment of new distribu- 
tors for Airtemp heating equip- 
ment in seven different states has 
been announced by Earl Marr, 
sales manager of heating for the 
Airtemp Division, Chrysler Corp., 
Dayton, Ohio. 

In Illinois, W. C. Stoner, of 
234 North Elm St., Centralia, is 
franchised for the complete heat- 
ing line. In Indiana, American 
Plumbing & Heating Supply Co., 
2081 Broadway in Gary, is 
named; and Atlas Supply Co., 
at 232 So. Liberty St., in Winston- 
Salem, is appointed for North 
Carolina. 

Other appointments announced 
include Kennedy Heating & Ser- 
vice Co. in St. Louis, Mo.; 
Binghamton Slag Roofing Co., 
Binghamton, N. Y.; the Ramey 
Mfg. Co. in Columbus, Ohio, and 
the Estate of James E. Simmons 
in Charleton, South Carolina. 
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CROSLEY “GLAMOR-TONE” RADIOS PREVIEWED 





An enthusiastic audience previewed the new “Glamor-Tone” radios at a convention 
May 24 and 25, sponsored by the Crosley Corp., Cincinnati, Ohio. The front row group at 
the left includes, S. S. Johnston, Independent Electric Co., Grand Rapids and Muskegon, 
Mich.; Jim Smith, Crosley Service; G. Peterson, Hardware Products Co., Sterling, IIl.; 
W. Turner and Mr. Berman, Central Illinois Wholesalers, Springfield, Ill.; Mr. Duerwachter, 
Northern Hardware & Supply Co., Menominee, Mich., and Guy Resnic, Crosley Service. 
Shown in the center panel are Powel Crosley, Jr., president; Raymond C. Cosgrove, vice- 
president and general manager, manufacturing division, and Lewis M. Crosley, executive 
viee-president. At the right are Bernadene Bayston, whose troupe put on the skits during 
the convention, and L. M. Krautter, advertising manager, and T. W. Berger, general sales 


manager of the Crosley Corp. 








Jones & Laughlin Announces 
New Sales Appointments 


BD. J. Henecker has been ap- | 


pointed assistant manager of 
wire product sales in charge of 
wire rope sales and C. E. Kendall 
has been appointed to a similar 
post for wire and galvanized 
sheets for the Jones & Laughlin 
Steel Corp., Pittsburgh, Pa. The 
wire rope sales division has been 
consolidated into the wire prod- 
ucts division under J. E. Tim- 
berlake, present manager of wire | 
product sales. 

Mr. Henecker has been asso- 
ciated with the wire rope indus- | 
try since 1922, when he was | 
employed in the New York ware- | 
house of the American Steel & | 
Wire Co. Nine years later he 


was made assistant sales manager 
of the Eastern division and in 
1932 left the American Steel & 
Wire Co. to join the sales force 
of Wickwire Spencer Steel Co. 
as assistant manager. Later he 
was made sales manager of the 
Buffalo district. In 1937 he was 
appointed general manager of 
wire rope sales and, in addition 
in 1939, he became sales mana- 
ger for all products of the 


| Eastern district. 


Mr. Kendall was manager of 
merchant product sales for the 
Pittsburgh Steel Co. before be- 
coming identified with Jones & 
Laughlin in February, 1939. 
Practically his entire business 





experience has been with Pitts- 
burgh Steel, with which he 
started in 1919 in the Chicago 
office. Subsequently he became 
assistant manager of that office, 
assistant manager of the fence 
department at Pittsburgh and 
manager of that department in 
1930. Five years later he was 
made manager of the merchant 
products sales department. 





KEYSTONERS EXPECT 300 
AT ANNUAL OUTING 


The Keystoners will hold their 
third annual outing on Wednes- 
day, June 26, at the Manufactur- 
ers Country Club, Oreland, Pa. 
This group of manufacturers 
salesmen calling in the Metro- 
politan Philadelphia area will 


play host to 300 mill supply, 
hardware and industrial buyers; 
including a number of out-of- 
town guests. 

Carl J. Meister, Allen Mfg. Co., 
is chairman of the committee on 
arrangements and has planned an 
elaborate program of activities, 
including a golf tournament, soft- 
ball game, tennis, swimming din- 
ner and floor show. He is be- 
ing assisted by Jack Carlsen, 
Skilsaw, Inc., and Harry White, 
Yale & Towne Mfg. Co. The 
sports program will be in charge 
of G. M. Coholan, The Stanley 
Works, and Al Crank, Bay State 
Tap & Die Co. 





GIVEN IN PITTSBURGH 
FOR GENERAL SHAVER 


R. H. Alexander, sales man- 
ager of the General Shaver Di- 
vision of Remington Rand, Inc., 
Bridgeport, Conn., has announced 
that E. H. Given has been ap- 
pointed as manager of the 
Pittsburgh sales district. Mr. 
Given has been connected with 
the sales department of the 
General Shaver Division for 
some time and has been trans- 
ferred from the Chicago district. 





BOOSTERS ENTERTAINED 
AT LAST MEETING 


Marking their last meeting of 
the season, the Hardware Boost- 
ers, on May 24 had an evening 
of vaudeville and singing. The 
entertainment followed the usual 
dinner meeting and a _ brief 
business program. The meeting, 
attended by approximately 40 
| members, was held at the Circle 

Club, New York City. 





| 











The Empire City Supply Association, 11 W. 42nd St., New York City, held its sixth annual dinner-dance, April 13, in the grand 
ball room of the Hotel New Yorker. The entertainment, under the supervision of Mack Rosenberg, consisted of radio and stage 
stars. Officers of the association are: president, Mack Rosenberg, R. & B. Hdwe. Co., Inc., New York; vice-president, Max S. 
Rosenfeld, M. S. Rosenfeld & Bros., New York; —, Charles Brown, Brown Supply Co., Inc., New York, and secretary, 

arry B. Sale. 
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91,000 LOW-RENT HOMES TO BE COMPLETED 
OR UNDER CONSTRUCTION BY JUNE 30 


A total of about 91,000 low- 
rent homes, or nearly two-thirds 
of the 160,000 to be provided for 
low-income families from the Na- 
tion’s slums under the current 
nation-wide public housing pro- 
gram, will be completed or un- 
der construction by June 30, a 
report of the United States 
Housing Authority pointed out. 
With 12,500 new dwellings going 
into construction in May and 
June, nearly 25,000 homes will 
have gone under construction 
during the first six months of 
1940, 

The current national slum- 
clearance and low-rent public 
housing program includes ap- 
proximately 435 projects in 208 
communities in 35 states, the 
District of Columbia, Hawaii and 
Puerto Rico. Loan contracts and 
other commitments made to the 
local housing authorities in these 
communities have exhausted 
available USHA loan funds, and 
$1,006,900,000 in requests from 
181 communities remain unfilled 
for lack of funds. 

An amendment to the United 
States Housing Act now pending 
in Congress would authorize ad- 
ditional USHA loan funds suf- 
ficient to virtually double the 
current program, USHA admin- 
istrator Nathan Straus said to- 
day, and would care for the more 
urgent slum clearance needs of 
the communities now seeking 
USHA Assistance. 

Twenty-five USHA-aided pub- 
lic housing projects now have 
reached a tenancy status. They 
will rehouse 12,307 families and 
are about 80 per cent occupied. 

To date, 209 of the 435 projects 
in the current program have been 
put into construction. They will 
provide safe and sanitary homes 
for 80,882 low-income families 
now living in substandard struc- 
tures. By the end of June, 27 
additional projects to care for 
about 8,600 additional families 
will be under way. 

Approximately 20,000 dwelling 
units will have been completed 
by June 30, Mr. Straus stated 
today, on the basis of progress 
shown and indicated by the cur- 
rent survey. An_ estimated 
average of 2,300 families, or 
8,700 persons, will have been re- 
housed each month in projects 
reaching completion between 
January 1 and June 30, 1940. 


lies, or about 65,000 persons by 
June 30, Mr. Straus asserted. 

The 25,000 USHA-aided dwell- 
ings going into construction dur- 
ing the first six months of 1940 
provide direct employment at the 
sites for about 68,200 men, the 
USHA survey shows. Their 
wages will amount to about 
$33,400,000. Construction ma- 
terials will cost around $43,000,- 
000. 


FRANK SPINK, OFFICER 
OF LOCAL ROTARY 


Frank H. Spink, secretary-trea- 
surer of the Western Retail Im- 
plement and Hardware Associa- 
tion, Kansas City, Mo., was 
elected a vice-president of the 
Kansas City Rotary Club, at its 
recent annual election of officers. 


THOMPSON, WORKS MGR. 
FOR ROEBLING’S SONS 


John D. Thompson has been 
appointed works manager of John 
A. Roebling’s Sons Co., Trenton, 
N. J. Mr. Thompson was for- 
merly assistant to the vice-presi- 
dent of the Stanley Works, New 
Britain, Conn. 


HORTON EXPANDS 
SALES FORCE 


The Horton Mfg. Co., Fort 
Wayne, Ind., has announced the 
appointment of David S. Carto, 
who will now have charge of the 
southern Indiana division. This 
district was formerly served by 
Ed Jordan, who had the entire 
State of Indiana—but with a 
greatly expanded list of dealer- 
ships, it will now require all of 
Mr. Jordan’s time to take care 
of the northern part of the state. 
Mr. Carto comes to Horton with 
a background of successful sales- 
manship. 











A total of 9,700 families, or 37,- 
000 persons, have been removed 
from America’s slums to safe and 
sanitary homes since the first five 
projects in the present USHA 
program were opened to tenants 
last July 4. This total will be 
increased to about 17,000 fami- 
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REEVES Garbage Pail 
Available in 9 sizes 
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The exclusive 
Reeves Auto- 
matic Self- 
Locking Cov- 
er feature 
that makes 
Reeves Gar- 


bage Pails 
dog - proof, 
rain - proof, 
fly - proof 





COPPER ALLOY GALVANIZED 


GARBAGE PAILS 


Not just ordinary re- 
ceptacles, but the finest 
made because of their 
quality construction, and 


& ASH CANS 


exclusive top, bottom, swedge and self-cleaning features—yet com- 
petitively priced. Once you point out why the REEVES gives most for 
the money in service and satisfaction, your customers won't be satisfied 


without REEVES receptacles. 






a. a a 





|'Straight Side Nestability 





—an exclusve Reeves feature in 
the products shown here permits 
displaying or storing 3 times as 
many receptacles in the seme 








floor space. 








Order from Your Jobber 
—if he cannot supply, 
write us—Dept. B 
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Available in 5 sizes 
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Tubs, Water Pails, Stock 
Pails, Cement Pails, Fire 
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SKILSAW “ROTOGLIDE” Sander 
is the finest machine you can offer to the 
rental customer—it is easy to handle, requires no 

attention, produces a perfectly smooth ripple-free surface 
—yet it has full professional capacity of 2300 feet of sandpaper 
on floor per minute! Ideal for home-owners, contractors, jani- 
tors, painters. Popularly priced, it pays for itself quickly and 
goes on making profits for you for years to come! 


increase Your Store Traffic and Sales! 

By offering the Skilsaw ““ROTOGLIDE” Sander, you will attract 
new customers and increase your business in varnish, shellacs, 
wax, files, brushes, sanding paper, etc. We furnish you with 
free circulars, newspaper mats, and a complete “sure-fire” mer- 
chandising plan that is making money for hardware dealers 








everywhere! 


Built by America's Leading Quality Tool Manufacturer 


SKILSAW, INC. 
4763 Winnemac Avenue, Chicago 
36 East 22nd St., New York—182 Main St., Buffalo—52 Brookline Ave., Boston—15 8. 
2ist St., Philadelphia—2124 Main St., Dallas—918 Union Street, New Orleans—1253 


South Flower Street, Los Angeles—2065 Webster Street, Oakland—29 North Ave., N.W., 
Atlanta—Canadian Lranch: 85 Deloraine Ave., Toronto. 











EASY TO HANDLE! Just 
the right weight. Two fin- 
gers on handle are all you 
need to guide the machine 
— slight downward pres- 
sure feathers off drum. 


45 SECONDS TO TROUBLE-FREE SERV- 
CHANGE PAPER! ICE! Powerful motor can 
Changing paper is simple, carry an overload 50% 
even for an inexperienced above its rated capacity. 
eperator. Both clamps are Drum and motor bearings 
controlled from the same lubricated for life and 
side—they grip securely. sealed, need no attention. 


ASK YOUR JOBBER ABOUT “’SKILSAW'S’’ PROFIT-BUILDING PLAN 





Skilsaw ““ROTOGLIDE” Floor Sander is Sold Only Through Hardware Jobbers 
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Front row, left to right, are: Walter Switalski, new director; 
Edward Vondrak, vice-president; James Cihak, president, and 


M. B. Silverman, new director. 


Spencer E. Johnson, director; H. D. Crook, retiring president, 


Back row, left to right, are: 


and J. C. Amis, secretary-treasurer. 


JAMES CIHAK ELECTED PRESIDENT 


CHICAGO RETAIL HDWE. ASSN. 


At the annual meeting and | 
| 


election of officers of the Chi- 
cago Retail Hardware Associa- 
tion held in the Merchandise 
Mart, on May 20, 1940, the fol- | 
lowing officers were elected: 
president, James Cihak, Joseph 
Cicovsky & Sons, 1942 W. 5lst 
St., Chicago; vice-president, Ed- 
ward Vondrak, Vondrak’s Hard- 
ware, 5937 Cermak Rd., Cicero, 
Til. 

M. B. Silverman, of the Sil- 
verman Hwde. Co., Maywood, 
Ill., and Walter Switalski, Wal- 
ter’s Hdwe. Co., 4310 Milwaukee 
Ave., Chicago, were elected direc- 
tors for three years. H. D. Crook, 
retiring president, became chair- 





man of the board. The directors 


whose terms do not expire are: 
Charles Menzel, Menzel Hdwe. 
Co.; Spencer E. Johnson, John- 
son Hdwe. Co.; Richard Hesse, 
Hesse Hdwe. Co., and Charles 
A. Chouffet, Oak Park Hdwe Co. 

J. C. Amis was reappointed 
secretary-treasurer of the asso- 
ciation with headquarters in the 
Merchandise Mart 

Ronald G. Dix, retiring chair- 
man of the board presented H. 
D. Crook, retiring president with 
a wrist watch and Mrs. Crook 
was given a beautiful bouquet of 
red roses. Following the meet- 
ing refreshments were served 
and the meeting was given over 
to a social gathering. 








NEW FIRM MANUFACTURES | 
HOUSEHOLD CHEMICALS 


The C. W. Schwank Corp., 
423 S. Hanover St., Baltimore, 
Md., is a new firm manufactur- 
ing a complete line of house- 
hold and industrial maintenance 
chemicals. The household line 
under the “Ritz” and “Check” 
brands includes no rubbing wax, 
insect killer, bed-bug destroyer, 
lemon oil, cedar oil polishes, 
white emulsion polish, window 
cleaner, machine oil, turpentine, 
etc., in 10 and 20-cent packages. 
The maintenance line includes 
under the “Viking” brand, no 
rubbing waxes, _ insecticides, 
soaps, metal polish, furniture | 
polish, disinfectants, cleaners, 
etc. 

Carl W. Schwank is president | 
of the corporation. He was 
general manager for the R. M. | 
Hollingshead Corp. and in| 
charge of the Whiz Industrial | 
division and the All-Nu division. | 
Associated with Mr. Schwank 
are Henry B. Charak in charge | 
of the maintenance division and | 





Laboratories, is treasurer. Mr. 
Charak was also formerly asso- 
ciation with the R. M. Hollings 
head Corp., and Mr. Gould with 
that company and the All-Nu 
Products Co. 


COMMERCIAL STANDARDS 
BUILDERS’ HDWE. REVISED 

A revised commercial standard 
for builders’ hardware (non- 
template) , CS22-40, which is now 
a recorded standard of this in- 


dustry and effective for new pro- 
duction from July 1, 1940, has 


been announced by the U. S. De- 
partment of Commerce, National 


Bureau of Standards, Washing- 


ton, D. C. 


NEW YORK CONVENTION 
FEB. 11-14, 1941 


The New York State Retail 
Hardware Association will hold 
its annual convention and ex- 
hibit, Feb. 11-14, 1941, at the 
Seneca Hotel, Rochester, New 


York. Exhibits will be in the 


Louis Gould in charge of the | convention hall. N. H. Kiley, 508 


household divisions. Joseph A. | 


Hills Bldg., Syracuse, N. Y., is 


Tumbler of the J. A. Tumbler | association secretary. 


HARDWARE AGE 
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HEADS BUFFALO SALES 

FOR WICEWIRE SPENCER 

The Wickwire Spencer Steel 
Company, 500 Fifth Avenue, New 
York City, announces the ap- 





G. L. CRAWFORD 


pointment, effective as of May 20, 
of G. L. Crawford as Buffalo 
district manager in charge of 
sales of all products. Mr. Craw- 
ford replaces A. G. Bussmann 
who was recently promoted to | 
general sales manager. 

Mr. Crawford, who has been | 
with the company since 1927, | 
continues as sales manager of | 
structural products, the position 
to which he was appointed in | 


| April, 1939. He is located at the 
company’s Buffalo district sales 
offices, 70 Niagara St., Buffalo, 


M. 3. 


“POISON PRODUCTS” 
DISCUSSED AT 
JERSEY MEETING 


At the May 24 meeting of the 
| Hardware and Allied Travelers’ 
Association, Inc., 786 Broad St., 
Newark, N. J., more than 75 
members and guests met to dis- 
cuss the problem of what items, 
containing poison, can be sold 
in retail hardware stores. The 
meeting was comprised of re- 
tailers, jobbers, and the associa- 
tion’s membership, who gathered 
to hear Dr. R. Fischelis of the 
New Jersey State Board of 
Pharmacy, discuss this topic. 

Dr. Fischelis outlined the 
board’s policies with regard to 
certain items which may not be 
sold in other than drug stores. 
He stated that if manufacturers 
would submit samples of their 
products to him, the board would 
be able to advise what steps may 
be taken to make the products 
salable in hardware stores. Fol- 
lowing this talk, an open forum 
was held during which Dr. 
Fischelis advised on _ specific 
problems brought to his atten- 
tion. Dealers interested in this 
subject are invited to write the 
Association’s secretary, H. M. 
Jacobson. 





Paul Mulliken Appointed Secretary 
Retail Farm Equipment Assn. 


H. J. Taylor, president of the 
National Retail Farm Equip- 
ment Association, Alexandria, 
S. D., has announced that at a 
meeting of the  association’s 
executive board of directors, 
May 27 at St. Louis, Mo., Paul | 
M. Mulliken was appointed the | 
new full-time secretary. His of- 
fices will be at 207 Hotel DeSoto 
Bldg., 11th and Locust Sts., St. 
Louis, Mo. 


| 


| 


| 
| 





PAUL M. MULLIKEN 


Mr. Mulliken comes to the as- 
sociation with a wide background 
of merchandising and organiza- 
tion experience and previous to 
this new post was in charge of 
merchandising and sales promo- 
tion of the Simmons Hardware 
Co., St. Louis. He is known to 
dealers throughout the country, 
having spoken at many dealer 
conventions. 

Following his return from 
service in the World War, Mr. 
Mulliken managed his father’s 
business, which became E. M. 
Mulliken & Son. In 1923 he be- 
came field secretary of the 
Illinois Retail Hardware Asso- 
ciation; ~ assistant secretary in 
1924, and in 1928 was appointed 
secretary and managing director 
in which position he remained 
until his association with the 


| Simmons company in 1935. 


The National Retail Farm 
Equipment Association has 
moved its headquarters from 


| Abilene, Kan., to St. Louis and 


it is expected that the offices of 
the new association will be 
opened prior to July 1. 
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Always the “Personal” Touch— 
All Along the Line! 


| ener the first rough forging to the last finishing 
touches, Russell Jennings Auger Bits are never 
for a moment away from the eye of the expert. 


The diameters are individually ““miked”—so that 
the size marked on the tang always means just what 
it says. 

The lips and spurs are hand-sharpened to a keen, 
accurate, lasting edge. 


The screw point is hand-cut, to give it a clean, 
sharp thread that will “bite” into the wood and 
draw the bit after it. 


Then, as a final check, every bit is tested by vigor- 
ous boring into second-growth hickory. 


Such extreme attention to detail may seem super- 
fluous in this mass-production day, but not with a 
bit whose very reason for being is its HIGH QUAL- 
ITY! Your customers become your friends when 
you sell them the genuine Russell Jennings—always 





| available through your jobber. 


, 





AUGER BITS 


Manufactured Only By 
THE RUSSELL JENNINGS MFG. CO. 


CHESTER, CONN. 
















































CHENEY 


SILVER KING 
/ 











THE SILVER KING— 
LATEST AND FINEST 
CHENEY NAILER 


SILVER KING FEATURES 

Full polished head— even back of the eye and 
under the claw 

Completely streamlined—No sharp corners, 
all rounded—Nail holding device 


Long eye, strengthens and protects tough 
hickory handle 


Weight of head scientifically distributed, in- 
crease drive, lessens effort 


16-ounce size only. Retail price $1.50 each. 
Order a few dozen Silver Kings today. 


HENRY CHENEY HAMMER CORP. 
FACTORY: LITTLE FALLS, N. Y. 
SALES OFFICE: 302 BROADWAY, NEW YORK 

























HARDWARE BRIEFS 





ARKANSAS 


The Sparkman Hdwe. Co., 
Sparkman, Ark., has filed notice 
of charter dissolution in the of- 
fice of the secretary of state at 
Little Rock, Ark. 





CALIFORNIA 


Harry H. Woodward has taken 
over the managership of one of 
Hollywood’s pioneer hardware 
stores at 1638 N. Cherokee Ave., 
renaming it the Hollywood-Cen- 
tral Hdwe. Co. Mr. Woodward 
has been in the hardware busi- 
ness for 30 years in Southern 
California and for 15 years owned 
the largest hardware store in 
Riverside. 


ILLINOIS 


H. C. Geiger and Edwin Peter- 
sen have opened the Watseka 
Hdwe. Co., Watseka, Ill., and 
would appreciate receiving manu- 
facturers’ catalog on _ general 
hardware lines. 


The Hudsonville Hardware 
Co., Hudsonville, Mich., former- 
ly the B. & T. Hughes Hardware, 
is now under the management of 
Carl Ohlman and Joe Meyers. 
The store has been completely 
remodeled and many new lines 
added. 


MISSISSIPPI 


M. M. Stinson as of July 1, 
will be associated with the 
Fowler Hardware, Hattiesburg, 
Miss., as manager. He was for- 
merly associated with the Saxton- 
Gardner Hdwe. Co., Yazoo City, 
Miss. 


NEBRASKA 


ing continued. Since purchasing 
the business, Mr. Derr has added 
many new items including farm 
and garden tools, seeds, both 
bulk and packet, fertilizers. 


Leo VanDusen has purchased 
the stock of E. W. Storie’s hard- 
ware store at Hobart, N. Y. 





NORTH CAROLINA 


The Sprinkle Hardware, Mars 
Hill, N. C., recently held a 
formal opening of its new and 
modernly equipped store. Fred 
Sprinkle of the Sprinkle-Shel- 
ton Co., Marshall and Boyd 
Sprinkle of the Whitaker-Holt- 
singer Hardware Co., Morris- 
town, Tenn., are proprietors of 
the store. Lines carried include 
in addition to hardware, house- 
wares and sporting goods. Later 
it is planned to add farmers’ sup- 
plies, field seeds, fertilizers, and 
feeds. 


OHIO 


The Williams County Hard- 
ware, Bryan, Ohio, which has 
been operated by Mrs. Lotta M. 
Warren since the death of her 
husband, Jay B. Warren, has 
been sold to Roy Huenefeld and 
the Bryan Hdwe. Co., and will 
be under the management of 


Walter Gardner. 


WEST VIRGINIA 


The Berkley Hardware Co. has 
been chartered and will occupy 
premises at 311 W. King St., 
Martinsburg, W. Va. Incorpora- 
tors were listed as Stanley Floyd, 
of Wheeling, and Ethel’M. Sprin- 
kle, of Martinsburg. 





G. B. Fayman has purchased 
the interests of John M. Zrust 
in the firm of Zrust & Fayman 
at Clarkson, Neb. 





Everett Christlieb, owner of 
the Christlieb Hardware & Elec- 
trical Store, Wymore, Neb., has 


















Order the famous Cheney Sales 

er—the di: - demonstrator 
thet sells more and more hommers 
‘in more stores—everywhere. 
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purchased the W. A. Dawson 
building and will move his store 
to that location. 





W. J. Klas, Tilden, Neb., has 
moved his hardware stock to his 
own building across the street 
from his former location. 





NEW YORE 


Brant S. Derr has purchased 
the Witbeck Hardware at 399 
Chenango St., Binghamton, N. Y. 








EAGLE ELECTRIC MFG. 
HOLDS OUTING 


The entire personnel of the 
Eagle Electric Mfg. Co., 59-79 
Hall St., Brooklyn, N. Y., is 
holding its 10th annual outing, 
Saturday, June 14 at Croton 
Point Park, New York. Baseball, 
swimming and various contests 
and races will be features of 
the day. 


UPSON-WALTON CO. 
MOVES OFFICES 
The Upson-Walton Co. has 
moved its general offices from 


1310 W. 11th St., Cleveland, Ohio, 
to an entire floor in the Perry- 





Mr. Derr is sole owner of the 


Payne Bldg., 740 Superior Ave., 


store and the store name is be- | Cleveland. 


HARDWARE AGE 
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OBITUARIES 








RALPH T. O’NEIL 
Ralph T. O’Neil, a former Na- 
tional Commander of the Amer- 
ican Legion, passed away recent- 
ly in Topeka, Kan. He was a 





RALPH T. O’NEIL 


son of Thomas J. O’Neil, a past 
president of the Western Retail 
Implement & Hardware Associa- 
tion, and a nephew of M. E. 
O’Neil, secretary of the Richards 
& Conover Hdwe. Co., Kansas 
City, Mo. As a young man he 
had assisted in his father’s hard- 
ware store in Osage City, Kan. 





AUGUST L. KRAEUTER 


August L. Kraeuter, 77, re- 
tired executive of Kraeuter & 
Co., Newark, N. J., passed away 
June 1, following an operation. 
Mr. Kraeuter in 1934 had retired 
from the tool business with which 
he had been associated 55 years. 


ducted a real estate office at 
Irvington, N. J. He formerly 
was president of the Lincoln Mu- 
tual Aid Association of Newark, 
N. J. 


P. N. BUSTION 


P. N. Bustion, aged 51, presi- 
dent of the McNeil Hardware 
Company, McNeil, Ark., passed 
away May 30. Mr. Bustion was 
a former president of the old 
McNeil Bank. Surviving are his 
widow and a brother, A. M. Bus- 
tion, of Waldo, Ark. 





JOHN Q. A. SAND 
John Q. A. Sand, of Sand & 


Hulfish, manufacturers’ represen- 
tatives, passed away recently at 
his home in Baltimore, Md. Mr. 
Sand was 60 years old and had 
been in ill health for the past 
two years. He spent the greater 
part of his lifetime in the hard- 
ware business and in 1904 estab- 
lished the firm of John Q. A. 
Sand & Co., manufacturers’ rep- 
sentative. A few years later in 
1908, he and William W. Hulfish, 
formed a partnership, which de- 
veloped into one of the most 
prominent sales agencies in the 
southern territory. Mr. Hulfish 
retired from the firm in 1930 and 
since then the business was car- 
ried on by Mr. Sand and his 
associates, C. L. Peterson and V. 
P. Lowe. 





Following his retirement he con- 








LOOK FOR 15 PER CENT 
IN SALES 


Prospects for The Merchan- 
dise Mart Summer Toy Market 
to be held July 1 to 13 at Chi- 
cago are reported generally 
brighter. Sales of toy, games and 
wheel goods at the show, which 
will mark the tenth year since 
the central market opened its 
doors to buyers, are expected to 
average 15 per cent better than 
last year’s figures, it was an- 
nounced by Percy Wilson, man- 
aging director of Ths Merchan- 
dise Mart. Optimism on the part 
of exhibitors, who will number 
close to 100 firms, he stated, is 
based on an encouraging upturn 
in advance bookings and an 
indicated 10 per cent increase in 
attendance. 

Many of the exhibitors have 
added more lines and several 
new firms who have leased space 





in the building’s toy center dur- 
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INCREASE 
AT SUMMER TOY MART 








ing the year will participate in 
the show. Special promotions | 
are planned in conjunction with | 
the celebration of the building’s | 
tenth anniversary. Considerable | 
stress will be placed on hobby 
crafts and toys of the educational | 
type. A few war games will be | 
shown, but in the main games | 
in the mental skill class such as 
word constructing games will | 
occupy the limelight. | 

“Buying in toys since the out- 
break of the war, appeared to 
have been little affected thereby,” 
Mr. Wilson stated. “Since im- | 
ports of toys in the past three 
years have decreased to an in- | 
significant percentage of the total 
volume sold here and are well 
below our own exports in dollar | 
volume, their curtailment can) 
create no serious problem to the 








* LIFE’ ADVERTISING! 
* FREE WIRE DISPLAY! 





RULER FOR 
MEASURING 
WIRE LENGTHS 
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MAKE MONEY on WIRE! 


No more fussing with coils under the counter —no 
more awkward measuring—no more searching for 
wire-cutters! A complete “Wire Department”! And — 


it doesn’t cost you a cent! 


ADVERTISED 


IN “LIFE”! 


And we’re giving Royal Quality Wire a big extra push 
with advertising in LIFE, June 24! Thousands in your 
city will see it — and recognize this display-as the place 


to buy quality wire 








industry.” 


HERE’S THE DEAL! 


1250 feet (5 spools) of 
fast-selling, Under- 
writers Approved Wire— 
Assorted Green & Yellow 
Twisted, Rayon, All Rub- 
ber, and Heater Cord. 


DISPLAY STAND FREE! 


YOUR MARGIN IS MORE 
THAN 100% 


Order Today! 


for replacement. 
Make money on wire! 
Order this unit from 
your jobber! 


ROYAL 


ELECTRIC CO., INC. 
98 Grand Avenue 
Pawtucket, R. I. 
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... when 
you feature 


UNION HARDWARE 
CHISELS and GOUGES 


Tre surest guarantee of 
steady, profitable sales is customer recognition—and 
acceptance—of a brand name. Without paying a 
premium, you can get this kind of sales protection by 
stocking and selling Union Hardware edged cutting 
tools—chisels and gouges, backed by nearly eighty 
years of manufacturing experience, that have estab- 
lished a reputation for true quality with tool users the 
country over. Look for the answer largely in the use 
of the finest rust-resisting tool steel, tempered by ex- 
perts to clean, smooth-cutting edges that stay keen 
longer between sharpenings. Capitalize the ever- 
present demand for a quality product by offering your 
customers Union Hardware Chisels and Gouges: there 
is a size and style for every job. Order through your 
jobber. 


Right—No. 110° Socket 
Firmer Chisel with 
6%” blade. Made in 


12 sizes from %” to 


2” in width. Plain or 

leather tipped hickory 

handle. Also Socket 

Pocket, Socket Butt, 

Secket Framer and 

Sesies Firmer Cabinet No. 110 SOCKET FIRMER CHISELS 
styles. 


Left—No. 1110 Socket 
Firmer Gouge with 6” 
blade. Made in 12 sizes 
from %” to 2” in 
width. Plain or leather 
— tipped hickory handle. 
No. 1110 SOCKET FIRMER GOUGES Outside or inside bevel. 


HARDWARE COMPANY 
aw EWE Ga § 


ESTABLISHED 1654 





REC US.PAT. OFF 


TORRINGTON, CONN. 


NEW YORK OFFICE IS|I CHAMBERS STREET 
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With much speculation going 
about as to the condition of 
sponge and chamois markets, 
and the price changes for both 
these items, Schroeder & Tre- 
mayne, Inc., St. Louis, 
presents the following informa- 
tion, in order to effect a clearer 
understanding of the situation: 
| “On domestic chamois there | 
|has not been any material in- | 
| crease in price. It is true that 
numerous specials offered by | 
| various manufacturers have been 
| withdrawn but this is not a 
| general increase in price. How- | 
lever, the leather market is very 
| firm and since the raw _ stock | 
| which is used to make the domes- 
tic chamois is bought on the | 








| world market in competition 
| with buyers from other coun- | 
| exies, it is quite likely that 
| chamois will certainly not be | 
lower. 

“The major sources of import- | 
ed chamois are France and En.- | 
gland and both of these countries | 
are now at war. This reflects in | 
| higher prices for chamois from | 
these countries because many of | 
the tanners have had to close | 
on account of the war because | 
most of their employees have 
been called into the army and | 
could not readily be replaced, | 
| thereby reducing the amount of | 
chamois. obtainable in_ those | 
countries. Secondly, the raw | 
hides themselves, and oils used | 
in the tanning process, are be- | 
coming scarcer all the time, | 
making for greatly increased 
costs of production. Finally, the | 
military requirements of the | 
country must naturally be met | 
before any commercial require- 
ments and since considerable | 
quantities of leather of all kinds, 
including chamois leather, are | 
used in the various military de- 
partments, the final result is that 
there are not nearly as many | 
chamois available for us, and | 
those that we do get must natu- | 
rally carry a higher price. 

“The cause for the higher | 
prices on sponges is also due to | 
a very acute shortage, but this, | 
however, has been due entirely | 
to natural causes and not in any | 
way, to the war. All the sponge | 
beds have been considerably de- | 
pleted by a_ severe blight or | 
disease which has attacked all | 
ke of sponges. 





of the situation can be realized | 
when it is seen that the United | 
| States Government, the Cuban | 
| Government and the Bahamas 
| Government are all concerning 
| themselves to a great extent with | 
the problem. 

“With the supply of sponges 
so greatly reduced the prices | 





Mo., | 


The gravity | ™ 


WAR AND BLIGHT AFFECT PRICES 
OF SPONGE AND CHAMOIS 


naturally must be higher. This, 
however, does not mean the end 
of the sponge business by any 
means because these disease 
have been encountered before 
and the beds have always re- 
plenished themselves and con- 
tinued to produce good, healthy 
sponges. 

“What course should the deal- 
er follow then in times like these 
when the production is limited 
and the price is high? The best 
advice is to stick close to some 


| reliable house and beware of any 


small unknown operator, par- 
ticularly one who might offer 
goods that are ‘real low priced.’ 
‘Real low prices’ in the face of 
these conditions can only indi- 


|cate inferior merchandise. On 


the other hand, the important 
and reputable sponge houses are 
the only ones able to buy with 
any advantage at all under such 
market conditions and are the 
only ones which can be relied on 
to give the best possible values 


|in times like these.” 


JERSEY GROUP WILL 
PICNIC, JUNE 23 


Hudson County Paint Dealers 
Protective Association, Inc., of 
Hudson County, New Jersey, is 
having its annual Play Day at 
Saltz’s Hotel, Mt. Freedom, New 
Jersey, on Sunday, June 23, 
1940. At this yearly event mem- 
bers and their friends enjoy 
swimming, games and dinner. A 
feature of the affair is a baseball 
game between dealers and sales- 
men. 

The association is continuing 
its paint educational program 


| with the publication in its house 


organ—Paint Flashes—of a series 
of articles on merchandising, 
financing and other subjects. 
This month’s article on “Paint 
Salesmanship” will be followed 
by a treatise on the financial 
structure of retail paint organi- 
zations. Members are invited to 
submit financial reports to a 
business analyst who will show 


| them various means of improving 


the financial set-up of their con- 
cern. A symposium on the sub- 
ject will be held in the early 


The officers of the association 
are: Sidney Farbstein, Union 
City, New Jersey, president; 
Michael Rubenstein, Jersey City, 
New Jersey, vice-president; Louis 
Nadel, Bayonne, New Jersey, 
treasurer; Theodore Schwartz, 
Hoboken, New Jersey, secretary 
and counsel. 


HARDWARE AGE 
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Sell profit-making TRIPLEX 


Cap Screws, Bolts and Nuts 


HEN customers ask 
*‘How can I get more uni- | 


form production—save waste in 


headed and threaded prod- 


line delays. Plenty of long-life 
toughness from strictly specified 
steel, electric heat-treating, and 
quenching in rust-resisting oil. 
You'll like our policy of prompt 
shipments. Make it a point to 
write today for samples and 
prices. 


THE TRIPLEX SCREW COMPANY 


5317 Grant Avenue, Cleveland, Ohio 





TRIPLEX Car- 
riage Bolts back 
up your good 
buying judgment. 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold + + + Used in Every Industry * 
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ucts?”, give them a speedy: an- | 
swer with the TRIPLEX Line. | 
Clean-cut threads eliminate | 
costly throw-outs or assembly | 
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Get these NEW folders on 
POLMERIK 
Bottled 


THE GREATEST CONTROL FACTOR 
FOR A QUALITY PAINT JOB! 



















Help your 
Painter-Customers 
Make More Money 


The new 1940 Folder on Pol-mer-ik 
Boiled tells a story the buyer of a paint 
job wants to hear. Your painter-custom- 
ers can use it in their selling, for they 
can prove to their trade that they're go- 
ing to get a better paint job. 

Because Pol-mer-ik contains 10% of 
cooked oil, your painter can deliver 
greater appearance value and greater 
ew we sare The Pol-mer-ik film has 

a? luster and it’s tougher, more dur- 
e. 


ab 


A SIZE FOR EVERY PAINT JOB 


Pints, Quarts, 1, 2, 5, gallon containers, 
Available in Raw or Boiled. 


BUY IT IN CANS * 
SELL IT IN CANS 


And because the Pol-mer-ik Boiled 
is the accurate-drying linseed oil, the 
painter controls the drying factor and 
eliminates Film Burning. 

Send for these folders today. Give 
them to your customers. Have them 
read the extra values Pol-mer-ik brings 
to paint jobs. When a painter proves 
value, he gets the business. 

Use the coupon below. Get the de- 
po of bigger profits from linseed oil 
sales. 


Bigger Profit 
that way 








KAEBABERSRRERSRSRSEBRERERESR SESE EEE EEE EEE EEE ESE 
> Archer-Daniels-Midland Company HAGOF 
‘ Roanoke Building, Mi polis, Mi 

4 Please send me ........ Pol-mer-ik folders and the name of the nearest 
4 J f. number 

: ad iccpsiindbaenentaronteernee ieuises bad agiaawossemeasacies 
: ra iid ponndckkadecbasesasbsastieer sed aeewustagecasebesas 
te Se Re oe Pre DN asisb des Kae iennbanak 
KAeeeeseeseesesseseseeseBBeBBBeseeveseseeaaaaa 


81 








PLUMB OFFICIALS AT SALES MEETING 





At the recent sales meeting of Fayette R. Plumb, Inc., Philadelphia, Pa., held in its St. Louis 


plant, the camera caught this group of company salesmen and executives. 


In the rear row, 


left to right are: A. W. Pendergast; Ed Hartmann; M. M. McCahill; W. R. Bascom; C. P. 

Bascom, vice-president; L. E. Gilliard, traveling sales manager; W. M. Marbourgh; Arnold 

Martin, and Al Bridgett. Front row, left to right, are: William E. Hall, Jr.; George Stanley; 

Frank L. Campbell, sales manager; Fayette R. Plumb, president; F. P. Green, merchandise 
director; Roger Morse, and L. M. Quan. 





Farm Life Standards Improved 
By Mechanization, Says McCormick 


(Washington Bureau 
of HARDWARE AGB) 
Appearing before the Tem-| 
porary National Economic Com- 
mittee during its inquiry into | 
technological developments in in- 
dustry, Fowler McCormick, sec- 
ond vice-president of the Inter- 
national Harvester Co., testified 
that farm mechanization has 
lowered production costs, de- 
creased hours of work for farm- 
ers, improved rural educational 
facilities and contributed substan- 
tially to a more attractive farm 
life. 

Mr. McCormick, whose grand- 
father invented the reaper in 
1831, minimized the extent of 
labor displacement through the 
development and use of farm ma- 
chinery and urged the committee 
to draw a distinction between la- 
bor saving and labor displacing | 
in appraising the effects of farm | 
machinery. He stated that the 
development and production of 
the one-plow tractor and all of 
the small-tool equipment to go 
with it, reflects the determination 
of the family-size farmer to re- 
main in business and his desire 
to share in the benefits of mech- 
anizations. The witness said that 
without such a demand manufac- 
turers would not have been able 
to design, produce and market 
the small tractor and the neces- 
sary tools. 

Mr. McCormick reminded the 
committee that the federal gov- 
ernment itself, through the Rural 





Electrification Administration, 
had embarked on a program to | 
extend mechanization on the farm | 
by making available a new source | 
of power. He also listed the fol- | 
lowing agricultural needs, for 

which he said no satisfactory 


| commercial machines have been 
| developed: mechanical assistance 


for the sugar beet crop; a corn 


combine; sugar cane harvester; | 


and mechanical cotton picker. 
At the request of Dr. H. Dewey 
Anderson, TNEC economic con- 
sultant, Mr. McCormick sub- 
mitted for the record a sketch of 
the farm equipment industry, ex- 
plaining the past trend toward 
consolidations, the tendency to 
broaden the line of products 
manufactured and what he called 
“the necessity for maintaining 
wholesale branch sales houses.” 
The industry’s distribution 
policies came in for criticism two 
years ago when the Federal Trade 
Commission made public its re- 
port on the farm equipment 





industry after completing a two- 
year investigation. In addition, 
the FTC complained that the 
bulk of industry’s production was 
concentrated in a relatively small 
number of manufacturers. 





“AIRTEMP” APPOINTS 
ARKANSAS DISTRIBUTOR 


The E. B. Garrett Co., 113 W. 
Jefferson Ave., El Dorado, Ark., 
has been appointed distributor 
in that area of “Airtemp” air 
conditioning equipment about 3 
H.P. capacity and the complete 
line of “Airtemp” heating units, 
it has been announced by the 
Airtemp Div., Chrysler Corp., 
Dayton, Ohio. This new franchise 
covers a territory including 20 
counties in Arkansas, and 5 
parishes in Louisiana. 





CONGOLEUM-NAIRN OFFER 
PERIOD EXTENDED 


The “free summer rug” offer 
by Congoleum-Nairn, Inc., 
Kearny, N. J., which allowed for 
30 “Crescent Seal” scatter rugs 
with a unit-shipment of 12 room- 
size “Gold Seal” Congoleum rugs 
has been extended from June 15 
to June 30 according to an an- 
nouncement at Kearny. In ad- 
dition to the extension of the 
promotional period, a dealer’s 
option plan has been announced 
which allows for substitution of 
an 8 per cent promotional allow- 
ance instead of the scatter size 
rug “gift” with the room size 
rug order. The original offer 
made on May 24 stands with the 
new option, but the dealer has 
his choice whether he takes ad- 
vantage of the original form of 
the offer, or the new 8 per cent 
promotional allowance. Dealers 
may now signify their choice of 
either the free carton of scatter 
size “Crescent Seal” rugs or the 
8 per cent promotional allowance, 
but not both. Only one or the 
other. 


NEW FACTORY EXECUTIVE 
FOR RENOWN STOVE CO. 


Appointment of Ed. J. Skinner 
as factory superintendent of the 
Renown Stove Co., Owosso, 
Mich., has been announced by 
B. A. Nagelvoort, general mana- 
ger. He succeeds Claude J. 
Sperry, superintendent since 
1927, who died in April. 

Mr. Skinner has been with the 
Renown Stove Co. since the 
summer of 1909. He has worked 
in various departments since that 
date, but principally as a stove 
mounter. For the past 15 years 
he has been foreman of the as- 
sembly department. 








EVANOIL AND EVANAIR HEATERS PREVIEWED 





Here, members of Buhl Sons Co., wholesale hardware firm of Detroit, are attending a distributor 
sales meeting held recently in that city, to view the “Evanoil” and “Evanair” heaters manu- 


factured by the Evans Products Co. of Detroit. 


R. B. Evans, vice-president and J. O. Wilson, 


assistant sales manager of the “Evanair Division”, conducted the meeting. 
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ABW Steel Goods 


A Complete Line of 
Forks, Hoes & Rakes 


Hereisaline of steel goods 
that has what it takes to 
produce repeat sales... 
which means consumer 
satisfaction. 


APPEARANCE— From the 
top of the handle to the 
business end of the blade, 
tines or teeth, every hoe, 
fork and rake is superbly 
finished. The Famous 
ABW Die pressed label, 
(it can’t come off, or be- 
come mutilated), carries 
an exceptional merchan- 
dising appeal. 


QUALITY—The special 
steel gives unusual 
strength and ability to 
resist wear. Steel is heat 
treated to insure hardness 
and toughness so neces- 
sary for maximum service. 
Handles are Northern 
Ash. A feature of the 
forks, is the new Ames 
Solid Shank Socket which 
gives an added strength 
at the bend. Socket and 
head are made as one unit, 
forged from bar steel. 


SERVICE—Because these 
tools are of the highest 
possible standard, as to 
materials and workman- 
ship, they give longer 
service. 


AMES KNOXALL OWL 


1st 2nd 3rd 
Grade Grade Grade 


Ask Your Jobber 





AMES ROUND BOW 
STEEL GARDEN 
* RAKES * 
AMES GARDEN HOES AMES REGULAR FIVE TINE 


SOCKET PATTERN e MANURE FORKS 
(Bent Handle) 


§ ) ABW PRODUCTS 


~AMES SHOVELS FORKS 
ae ) SPADES HOES 


SCOOPS RAKES 
C 1774 ») POST HOLE DIGGERS 


AGRICULTURAL HANDLES 


AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
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World’s Largest exclusive manu- 
facturers of door control devices. 


NORTON MODEL NO. 4 SCREEN DOOR CLOSER 
Every feature is the finest j 
engineering. Special Pist 
constant checking. The br 
hinge plate are he 


not break and the 
brass. 


m materials and Proven 
on construction assures 
acket, spring holder and 


r built for un- 
Packed in individual 


No. 4 
SUPER 
VALUE 

RETAILS 
AT $2.00 


NORTON MODEL NO. 04 SCREEN DOOR CLOSER 


An economy model which is 


value and h 
4s proven to gi 
‘ iv. 
vice. give m 


unexcelled in true 


No. 04 
REAL 
VALUE 
RETAILS 
AT $1.25 





Consult Your Jobber or Write to 


NORTON DOOR CLOSER CO. 


Division of the Yale 4€ Towne Mfg. Company 


2900 N. Western Ave., Chicago, Illinois 
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isa MAGIC NAME to 
Farm Families everywhere! 


As every dealer knows, a well known name 









s a great sales aid, and there is probably 
no name in the farm appliance world better 
or more favorably known than Delco. 

The Automatic Electric Deleo Water Systems for 
shallow and deep wells, with capacities from 225 
to 600 gallons per hour, have for years contributed 
to the building of this splendid reputation. 
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Because farmers have found them absolutely 
dependable, economical to buy and run, and 
because the line is so complete, every man has ( 
been able to have the one right size and type to 
meet his needs. 





The market for water constantly 
expanding, making possible more profits for more 
dealers. Your name on the coupon below will bring 
you complete information on Delco Water Systems 
and their really remarkable profit opportunities. 


systems is 
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PRODUCT OF | 
GENERAL MOTORS 


7 _D DELCO APPLIANCE DIVISION 
\} 436 Lyell «evo ermal eee eeaeaatins 


; Name 





Gentlemen: Please send me complete information on Delco 
Water Systems. 





H Address 
State 
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| Foundation is established by the 


| Clark, New Britain, Conn., manu- 


20,000 SCHOLARSHIPS FOR FARM YOUTHS 
FORD COOPERATES WITH PLAN 


Scholarships under which 20,- 
000 young Americans living or 
working on farms will be en- 
rolled for a course in farm man- 
agement and operation are an- 
nounced by the National Farm 
Youth Foundation. 

The Foundation also _ will 
award 58 salaried jobs affording | 
practical training and experience 
in industry 
farming to the students who 
prove most proficient and most 
adaptable for such employment 
and training. 

Rural young men between the 
ages of 18 and 25 will be se- 
lected for the scholarships. They 
will be given a home study 
course in farm management and 
engineering and _ will receive 
practical training and experience 
in the use of modern farm equip- 
ment under actual conditions in 
their own communities. They 
also will compete for salaried 
jobs in which those selected will 
receive training in the manufac- 
turing and distributing field. 

First announcement of the 
Foundation’s establishment was 
made in Chicago by E. C. Sher- 


closely allied with | 


| 58 in number. Twenty-nine of 
| the young men will be employed 
| for one year at a salary of $150 
a month by the sponsoring com- 
pany in Dearborn to learn main- 
|tenance and service on farm 
| equipment as well as its use in 
| the field. An equal number of 
students will be given one-year 
| contracts with the company’s dis- 
tributors at $125 a month. Places 
for an additional 725 honor roll 
| students will be found as quickly 
|as possible, the aim being to 
| place them in their own com- 
munities where their talents and 
training will be of greatest value 
to the community as well as to 
themselves. 

Sponsors of the Foundation 
pointed out particularly that its 
activities will in no way conflict 
with the valuable training re- 
ceived by farm youths through 
4-H Club work and _ Smith- 
Hughes vocational agriculture 
high schools, but rather will sup- 
plement them and carry on be- 
yond the age limits of these 
groups. 

“Young men of the farm have 
not realized their opportunities 





man, president, The Ferguson- 
Sherman Manufacturing Corp., | 
Dearborn, Mich. Complete de- 
tailed information was presented 
by R. M. Kyes, director of the | 
Foundation, at a luncheon in the | 
Palmer House. 
The National 


Farm Youth 
Ferguson - Sherman Manufactur- 
ing Corp. with the active cooper- 
ation of Henry Ford, founder, 
and Edsel Ford, president, of the | 
Ford Motor Company. 

The first jobs for which schol- | 


arship students will compete are 


| pation in the Foundation. 


on the home soil,” said Henry 
Ford in announcing his partici- 
“And 
young men of the city have not 
appreciated the career a farm 
offers. As a result, farming has 
been neglected. 

“I am told that 80 per cent of 


| the graduates of agricultural col- 


leges seek their careers in cities 
instead of returning to the farm. 
The remaining 20 per cent are 
not enough to give the farm the 
trained leadership it needs for 
agricultural progress.” 








GSCHWIND FETED ON 50TH 
BUSINESS ANNIVERSARY 


In recognition of his 50 years 
of service, Landers, Frary & 


facturer of “Universal” house- 
hold products, honored E. O. 
Gschwind of its Chicago office at 
a dinner, Thursday evening, June 
6, at the Illinois Athletic Club. 
Representatives from the home 
office, business associates and cus- 
tomers were in attendance. 

Mr. Gschwind throughout his 
long years of service with the 
company has always been identi- 
fied with the Chicago office. He | 





| started as a young man in the | 
| firm’s first office in the old hard- | 


ware district on Lake St. Later 


he traveled the middle west and 
in Chicago. He is still actively 


engaged representing “Universal” 
household products. 





E. 0. GSCHWIND 
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Industrial Troop No. 48, Boy Scouts of America, sponsored by The Henry G. Thompson & 
Sons Co., New Haven, Conn. At a recent “Parents’ Night,’ D. W. Northup, on behalf of his 
company’s officers pledged to give troop members preference in any positions that might 
be open, for which they were qualified, when they are prepared to enter industrial life. 


HENRY G. THOMPSON CO. TO EMPLOY 
MEMBERS OF ITS SCOUT TROOP 


A pledge, unique in industrial 
relations, was made to the In- 
dustrial Troop No. 48, Boy Scouts 
of America, sponsored by The 
Henry G. Thompson & Son Co., 
New Haven, Conn. D. W. North- 
up, president of the company, 
on behalf of its officers pledged 
to give members of this troop 
preference in any position that 
may be open there, for which 
they were qualified, when they 
were prepared to enter industrial 
life. Mr. Northup stated further 
that the officers of the company 
would help the members of the 
troop to secure positions wherever 
possible, if there were no open- 
ing in the Thompson company. 

The occasion of this pledge 
was “Parents’ Night,” celebrated 
by the troop at the company’s 
offices on April 17. The troop, 
composed of boys in the neigh- 
borhood of the Thompson fac- 
tory, put on an interesting pro- 
gram, beginning with the salute 
to the flags, and ending with 
exhibits of their craftsmanship. 
Refreshments were served. 

An address of welcome was 
made by Mr. Northup to the 
parents and guests, who included 
scout executives of the local 
Scout Council, and _ representa- 
tives of many business firms in 
the New Haven area. 

In closing his remarks of wel- 
come to the members of the 
troop, Mr. Northup said, “As 
I have already said, we are here 
to honor you tonight, because 
you have 
thing for yourselves, which is a 
definite step on the road to suc- 
cess. 


In each successive 
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step, | 


which you take along this road, 
your friends and relatives will 
rejoice with you, as will the 
members of the Thompson organ- 
ization. I hope, therefore, the 
start you have now made will 
kindle your ambition to succeed, 
so that when the door of oppor- 





Jack Dale Honored on 


tunity opens for you, you will, 
‘Be Prepared’.” 

This troop, one of the first in- 
dustrial troops, organized in the 
country, is led by J. Kroll, scout- 
master, and foreman at The 
Henry G. Thompson & Son Co. 
Six other manufacturers in the 
New Haven area have organized 








Boy Scout troops, and one has 
organized a girl scout troop. 
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Mexican Trip 


of Triple Mill Supply Convention 


Jack B. Dale, president of the | Fischer; Mr. and Mrs. J. F. 
Briggs-Weaver Co., Dallas, Tex., | Ryan; Mr. Henry Herz; Mr. and 


and also a past-president of the | Mrs. Arthur York; Mr. and Mrs. 


Distributors’ Association, was 


friends during a visit to Mexico. 
Under the guidance of Mr. Dale, 
following the recent annual mill 
supply convention in Dallas, a 
party left Dallas for a trip to 
Mexico. While there, in appre- 
ciation for his efforts, Mr. Dale 
was given a dinner on April 30 
at the Reformal Hotel in Mexico 
City. 

Mr. Dale was presented with 
a large-size green onyx electric 
| desk clock which bore the fol- 
| lowing inscription: “Presented 
| to Jack Dale, April 30, 1940 by 
| his friends on the Mexican Trip 
| of the Triple Mill Supply Con- 
vention.” 

The trip was made by Mr. and 





Mrs. Kal H. Belinger; Mr. and 
Mrs. C. 
Jarnagan; 


T. Haller; Mrs. Grace 
Mr and Mrs. G. F. 


accomplished some- Mrs. Varner Kiefhaver; Mr. and 


recently honored by a group of | 


Southern Supply & Machinery | Wm. Zeigler; Mr. and Mrs. 





JACK B. DALE 


Clifford H. Cecil; Mr. Dan 
Northup, and Mr. and Mrs. Fred 
E. Schuchman. 








FORWARDERS MAY FILE 

TARIFFS WITH RATES 

(Washington Bureau 

of HARDWARE AGB) 
Pending the enactment of 
more comprehensive legislation 
now under consideration, Chair- 
man Lea of the House Committee 
on Interstate and Foreign Com- 
merce has introduced a_ bill 
which would apply to forwarders 
pertinent sections of the Motor 
Carrier Act. Under the Lea pro- 
posal forwarders would be per- 
mitted to file tariffs with rates 
under Interstate Commerce Com- 
mission regulations. 

Under the ICC outstanding 
order in the Acme Fast Freight 
status case, the tariff of for- 
warders were ordered stricken 
from the files and under an ICC 
decision recently upheld by the 
Supreme Court the Commission 





| struck down tariffs wherein cer- 


tain motor carriers undertook to 
publish as proportionals the ar- 
rangements between them and 
the forwarders which were for- 
merly set forth in the condemned 
forwarder tariffs. Included in the 
Lea bill is a provision which 
would prohibit the ICC from 
exercising suspension power on 
initial tariffs filed by forwarders 
provided such rates were filed or 
adopted before July 31, 1940. 


BOOKLET AVAILABLE ON 
BUILDING TENNS COURTS 


A practical assistant to every 
retailer interested in obtaining 
more tennis courts for his com- 
munity is now available in the 
latest addition to the Athletic 
Institute Sports Bulletin Service 

~ “Construction of Tennis 
Courts.” This 23-page bulletin 
with 1] engineering prints is au- 
thored by Lavern A. Miller, who 
has been consultant to the 
Athletic Institute for five years, 
is head of the Miller Engineering 
Service of Streator, Til. 

In addition to detailing 
methods of constructing surface, 
sub-grade, seats, curbing, fenc- 
ing and lighting, the new bulle- 
tin analyzes “unit cost” of 
construction to enable the pros- 
pective builder of courts to esti- 
mate closely the approximate cost 
of his courts or to determine the 
maximum facilities he can con- 
struct with funds available. 

In according with its past pol- 
icy, the institute issues the bulle- 
tin for a small charge to cover 
postage and work not done in its 
own office (in this instance the 
engineering prints). The bulle- 
tin (No. 42) will be mailed upon 
request to the Athletic Institute, 
209 South State Street, Chicago, 
Ill. Enclose 30 cents in stamps 
with request to cover mailing. 
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The NEW Champion— 


| TUBULAR 
SCREEN 
DOOR 
CATCH’ 





® Easy installation for any handy- 
man. Just bore two 54" holes—no 
gouging or chiseling. 

® Geared action guarantees posi- 
tive operation whichever way 
knob or lever is turned. 


© Sells itself... supplied in many fin- 


* A Champion—for use and looks, and putting 


00 natiagaaaemaaaa with today’s — ee books. Ask your jobber, or | 
THE CHAMPION HARDWARE COMPANY 
GENEVA, OHIO 51 Murray Street, NEW YORK, N. Y. 





Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 





Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 


THE RAYBESTOS DIVISION 239 West 39th St., New York City 


OF RAYBESTOS-MANHATTAN, INC. BRIDGEPORT, CONN. 
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“I Trade With My Local 


Hardware Dealer Because:”’ 


Ox: hundred Atkins 


No. 200 handsaws and $675.00 in 
cash awards have been distributed 
to 139 winners in the National Hard- 
ware Open House Prize Contest re- 
cently sponsored by E. C. Atkins 
and Co., Indianapolis, Ind. 

Entrants in the contest were asked 
to complete in less than 50 words a 
statement beginning “I trade with 
my local hardware dealer _be- 
cause...” Letters from contestants 
were received from every state in 
the Union and, according to the 
judges, this cross-section of public 
opinion represented an impressive 
testimonial to the hardware dealer 
and his value to his individual com- 
munity. 

Dealer cooperation in the contest 
was excellent and executives of the 
Atkins company were reported as 
being thoroughly “sold” on _ the 
value of working with their dealers 





Nineteen of the replies among the 139 
leaders in the recent National Hard- 
ware Open House Contest, sponsored by 
E. C. Atkins & Company, Indianapolis, 
Ind., give some of the leading reasons 
why he has a community’s confidenee. 








in this way to advertise the local 
store. All awards were distributed 
through the dealer whose name ap- 
peared on the back of each winning 
entry blank, thus giving the local 
hardware store local good will for 
the award. In view of the success 
of the contest, the company has ad- 
vised dealers that it is planning an 
even more effective feature for next 
season. 

Following are 19 of the winning 
contributions: 


“I Trade With My Local Hardware Dealer Because: 


“The merchandise he sells is na- 
tionally known and bears the trade 
mark of manufacturers, who stand 
behind their products and _ their 
dealers. 

“Because local-owned stores mean 
local-owned homes, making dependa- 
ble citizens of him and his em- 
ployees, building better communities, 
better cities, and a better nation.” 


James R. CriarK, 
2714 Northwest Ave., 
Bellingham, Wash. 


++ + 


“He has a stake in my community, 
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my success and satisfaction. He is 
my friendly adviser—selling me the 
right things at the right prices— 
helping me because my success is 
also his. He is a community asset 
—his store a convenience, service, 
necessity — hence deserving of my 
support.” 

Russet, R. Dennis, 

P. O. Box 126, 

Knightstown, Ind. 


++ > 


“His counters reflect good judg- 
ment in quality merchandise. He 
does not cater to the unstable bar- 


gain crowds, but day in and day out 
his policy of selling satisfaction has 
proven him more than a merchant— 
he is in every respect a community 
asset.” 

CLARENCE B. Farrar, 

2384 Boulevard Drive, N. E., 

Atlanta, Ga. 


oo ¢ 


“Like a Scotchman, I look for 
thrifty values; like a Dutchman, I 
trade in cleanly stores; like an 
Irishman, I desire courteous, friendly 
service; and like an American, I de- 
mand modern, dependable merchan- 
dise, so I find all these services 
when I trade with my focal hard- 
ware dealer.” 


Mrs. WILLIAM SUNBARGER, 
Tarkio, Mo. 


+o ¢ 
“At Reynolds’, quality is higher 


than price. Therefore I always go 
to Reynolds because it is the 
store where discriminating  cus- 


tomers find quality; thrifty custom- 
ers find economy; busy customers 
find service; timid customers find 
friendliness; all customers find satis- 
faction. They know their business.” 


G. C. Browper, 
2414 Ballentine Blvd., 
Norfolk, Va. 
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“White man. Full o’ pep. Got 
friends. Got rep. Stock now. 
Shelves full. Prices right. No bull. 
Clerks good. Everyman. Gotta be 
or get the can. 

“Had trouble with mother-in-law 
Bought myself an Atkins saw 
Played her a tune upon it 
Now, she lives with us. Doggonit!” 


T. T. Tucker, 
Hill Billy Heights, 
Ashland, Ore. 


++ ¢ 


“He has a personal interest in my 
hardware problems, and my desires 
are satisfied in a conveniently lo- 
cated store. I am given the friendly 
service of a neighbor; therefore, the 
local dealer becomes essential for 
the upkeep of my home, or for that 
matter, for all homes within his 
community.” 

G. E. STEaREs, 
603 Fargo Ave., 
Buffalo, N. Y. 


+ ¢ 


“By adequately stocking nation- 
ally known quality products of lead- 
ing manufacturers, by advertising 
these items honestly and by selling 
them intelligently he has gained my 
respect and confidence.” 

G. E. Harpy, Jr., 
405 Blossom St., 
Fitchburg, Mass. 


+ > 


“He merits my patronage by serv- 
ing me better. My needs are given 
attentive interest; adjustments made 
promptly. I can make personal se- 
lections from dependable mierchan- 
dise—— wares whose trade names 
guarantee sound values. ‘Delivery 
today, beats shipment tomorrow.’ 
He values my good will, and mutu- 
ally profitable dealing promotes real 
friendship.” 

Feuix G. Ren, 
Summit, Miss. 


oo ¢ 


“Quality determines values and I 
can always buy nationally known 
proven quality merchandise at 
Schaufele’s convenient, well-stocked 
store, at money-saving prices from 
courteous, well-informed clerks, 
knowing from experience that ser- 
vice, savings and satisfaction feature 
every Schaufele transaction.” 

Cuartes H. Baker, 
146 Center St., 
Bellevue, Ky. 


o¢¢o ¢+ 


“Hit-or-miss buying makes no hit 
with this Mrs.! From oil-mop to 


lawnmower, I demand a brand be- 
hind each purchase. My local 
dealer sells seaworthy merchandise 
backed by trustworthy trademarks— 
names nationally famous in hard- 
ware history. 
“He is my friend. And his prices 
are always fair.” 
Mrs. JoHn ARNOLD, 
P. O. Box 101, 
Lynden, Wash. 


o¢¢o + 


“I trade with my local hardware 
dealer because he is an honest ac- 
commodating man, selling his mer- 
chandise at a reasonable price, is of 
good character, can be trusted, is a 
local man and an important factor in 
the building of the community in 
which I live. Therefore, I delicht in 
spending my money with him.” 

Ciark Snow, 
111 West Elm St., 
Alton, Ill. 


oo 4+ 


“His integrity assures me of fair 
dealing. Both he and his nationally 
advertised merchandise have that 
most desirable of all admirable 
qualities—dependability. His loyal 
support of our home town makes it a 
better place for us both to live— 
therefore I trade with him gratefully, 
happily and confidently!” 

Mrs. W. H. BLepsoe, 
1812 Broadway, 
Lubbock, Tex. 


+ + 


“(a) For advertising only reliable 
brands. 
“(b) For bargains (on special 
days). 
“(c) For courtesy shown by all 
the clerks. ' 
“(d) For dependability of all 
goods. 
“(e) For efficiency in filling or- 
ders promptly. 
“(f) For frankness relative to 
merit of goods. 
“(g) For good line of merchandise 
carried, 
“(h) For honesty in all transac- 
tions. 
“(i) For individuality in display 
of wares. 
“(7) For joy of the consumer in 
money well spent.” 
Mrs. I. B. DayHarsu, 
525 State St., 
Hart, Mich. 


+ ¢ 


“He is dependable and conducts 
his business ethically. He is a tax- 
paying permanent factor in our com- 
munity. He fills my hardware needs 


from his stock which bears deserv- 
edly famous trade marks. He and 
the nationally known manufacturers 
whom he represents stand behind the 
hardware he sells.” 
Mrs. O. K. MILLER, 
1405 - 24th St., 
Ogden, Utah. 


o> + ¢ 


“Only he gives so many A (-lways) 
B(-e) C(-ourteous)s of friendly, 
helpful service. 

“H—omemaking suggestions that 

work, 

‘“‘A-—djustments and liberal trade- 

ins, 

““R—eal community interest, 

“D—aily savings year in, year out, 

“W—arranty on merchandise and 

service, 

“A—greeable, experienced clerks, 

““R—eady personal service, 

“E—ntire hardware line stock 

from A to Z!” 
GeorceE Hitt,’ 
807 North Union 
Fremont, Neb. 


++ + 


“First; his friendly inquiries and 
interest in my needs enable him to 
give me prompt and accurate service. 

“Second; his merchandise is at- 
tractively displayed and is sold at 
moderate prices. 

“Third; he sells nationally adver- 
tised hardware that is manufactured 
to suit my particular needs.” 

Orto B. JoHNson, 
512 Edith Street, 
Missoula, Mont. 


++ $+ 


“The service he gives is friendly, 
interested and courteous. He has a 
good stock of up-to-the-minute mer- 
chandise, priced right. He recom- 
mends Atkins saws and other nation- 
ally advertised hardware. I buy with 
confidence knowing that I am get- 
ting the best values and satisfaction 
for my money.” 

Mrs. FLoreNceE OsHLO, 
5109 Park Ave., 
Indianapolis, Ind. 


+o + 


“He is level-headed, a square- 
shooter, handles only reliable mer- 
chandise; no lures to hook the un- 
informed, a real merchant—tactful, 
honorable. 

“Emblazoned on his escutcheon: 
‘Quality—first, last, always,’ which 
augurs well for my confidence in 
him. Self-interest says cleave to 
him! No chains, if you axe me!” 
Mrs. Rena BarBER SELDERS, 
P. O. Box 1054, 
Jacksonville, Fla. 
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NIGHT LATC 
PADLOCKS «( 
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All America Wants 
CORY -Brewed 
Coffee and Tea! 









@ CORY-brewed coffee is smooth 
and delightful... rich with the 
true coffee flavor. No metallic 
taste, because no contact with 
metal, even in the filter. CORY- 
brewed coffee and tea are flavor- 
protected against boiling or long 
brewing. Models for every home 
and restaurant use. 

















THE 








REG. US. PAT. OFF 


COFFEE BREWER 











@ Always sold complete! Included in the 
pricearesuch deluxe fittings as: Hinged 
Decanter Cover; ‘Safety Stand” Funnel 
Holder; 2-tablespoon Coffee Measure; 

CORY Glass Filter ROD. Most models also 
have the famous’ Fast-Flo’’ Filter. Elec- 
tric units are 2-heat—heat- resisting glass 
by CORNING; every piece is beauti- 
fully decorated with platinum striping. 


Write for Latest Catalog 


GLASS COFFEE BREWER CORP. 


325 North Wells Street, ¢ Chicago, illinois 


= on oe oe oe oe oe oe oe oy 


GIVEN WITH EVERY ! 
CORY BREWER! 


Sold separately . . . 50c. Fits most glass } 

coffee mokers. Brews delicious coffee i 

and tea untouched by metal. 
itched aeenmabenakareienel 



































Eagle Locks for 1940 are 
once again the talk of the 
Hardware Industry. 





Whatever your require- 
ments, you can safely trust 
Eagle to fulfill them. 





EAGLE LOCK Co. 


General Offices 


TERRYVILLE, CONN. 

















FRONT DOOR SETS + STORE DOOR SETS 
STOVE BOLTS + MACHINE 


NIGHT LATCHES + TRUNK LOCKS « 


PADLOCKS + CABINET LOCKS * WOOD SCREWS + SCREWS 
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@ Rixson Builders’ Hardware 
is the line that’s favorably known to ex- 
pert and exacting buyers for its wide 
range. . . its modern design. . . and for long, dependable perform- 
ance after installation. Make the ‘‘imitated but never equalled”* 
Rixson Line your line, and enjoy a good lead in the race for 
business. With this unique group of Floor Checks, Transom 
and Casement Operators, Concealed and Controlled Pivots, etc., 
thereis astanding offer of cooperation in working out special design 
or installation problems that will help you stay ahead of the field. 


THE OSCAR C. RIXSON CO. 
4446 Carroll Ave., Chicago, Ill. 
RIXSON REPRESENTATIVES AT: 
























| 
| 
| 
| 
| 





NEW ORLEANS: 
SAN FRANCISCO : 
LOS ANGELES: . 
SEATTLE: 





NEW YORK: . . - 101 Park Ave. and 2034 Webster Ave. 
PHILADELPHIA: . . 211 Greenwood Ave., Wyncote, (Pa.) 
ATLANTA: ; 152 Nassau St. 


LONDON, ONT., CANADA: 


D . (aNaT\ 
OS7I0CO7CANI C2 oad 
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BUILDERS’ HARDWARE 











. 1834 Broadway 

116 New Montgomery St. 

« % 909 Santa Fe Ave. 
‘ 414 17th Ave., North 

. Richards-Wilcox, Ltd. 














Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


4 Ess 


group buyers, etc., by offering a 
superior product at ‘the same price. 


PROTECTION—Rogers offers 
you prot by lusivel 
selling through the hesdwere 
trade and not selling to chain 





stores, group buyers, or mail order 
houses. 
4 QUALITY — Rogers Glue is 
made only from select fish skins 
insuring clarity and uniformity 
- - - also produces greater 
strength (3800 pounds shearing 
strength per square inch). 


displa 
"LET GLUEKY DO IT" int to sell Rogers Glue. 


ROGERS - GLOUCESTER, 


PRICE Rogers offers you 
several special deals assuring 
you of full profits so you can 
compete with chain stores, 


— Rogers sells for 

u national advertising 

n Popular Mechanics, Popular 

Science, Home Craftsman, etc., 

reaching over a mil- 

lion consumers 
monthly. 







FREE—Phone or write 
your jobber for free 
fe ‘tree display unit 
<8 ee display unit— 
Rogers Glue 






MASS. 
















OSCAR BUSCH, 
proprietor of Busch’s 
Hardware Store, 
Union, Mo., was born 
in 1861 and is en- 
joying good health at 
78 years of age. Mr. 
Busch left the family 
farm in Washington, 
Mo., in 1882 and 
started in the farm 
implement and gen- 
eral hardware busi- 
ness with his brother, 
Edward G. Busch, in 
Washington. He de- 
voted the greater 
part of his time to 
pioneering the implement business throughout the entire 
district and in order to gain a first class knowledge of 
the line spent over a year in the J. I. Case Engine 
& Thresher Works in Racine, Wis. Returning to St. Louis 
he became identified with the Geiser Manufacturing Com- 
pany of Waynesboro, Pa., and the Wm. Koenig & Com- 
pany and spent three years representing them in Missouri 
distributing machinery and harvesters. In 1888 he re- 
turned to the hardware business with his brother in Wash- 
ington for five years. In 1893 he purchased a stove and 
sheet metal business in Union, Mo., to which he added a 





OSCAR BUSCH 
and his grand-daughter 
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Hardware Age 
Fifty Year 
Club 


complete line of hardware. His brother, Fred, who was 
in the furniture and undertaking business, consolidated 
with him and the two brothers continued the partnership 
until 1912, when his brother moved and disposed of the 
furniture and undertaking business. Since 1912 the busi- 
ness has continued uninterruptedly in the hardware, heat- 
ing and sheet metal fields. For the past few years his son, 
G. O. Busch, has carried on the active management of the 
firm. Oscar Busch, however, continues to put in a com- 
plete days’ work every day in the week. Mr. Busch is a 
past president of the Missouri Retail Hardware Associa- 
tion and is one of the earliest members of that organiza- 
tion. His son, G. O. Busch, was elected president of the 
same association of which his father was head, at the 1940 
convention of that organization. Mr. Busch has many 
hobbies, his principal ones being his work, home and 
garden. One of his main interests right now is his 15- 
month-old grand-daughter, Anne, with whom he is pic- 
tured. 


L. LEFORREST SMITH, 
floor manager for the Pierce 
Hardware Co., Inc., Taunton, 
Mass., is 70 years of age and 
has spent 53 of those years in 
the hardware business. He 
was born on May 28, 1869, 
and on Oct. 5, 1887, entered 
the employ of P. W. Hewins 
in Taunton. Shortly after the 
business was moved to its 
present location at 15 Main 
St. and was purchased by 
Bion C. Pierce, assuming its 
present name. Mr. Smith has 
been with the organization 
ever since and spends from 
eight to nine hours daily in 
the store. Mr. Smith has 
never been active in political life. His principal hobbies 
are photography and fishing. 





L. LeFORREST SMITH 
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Carlton], UP UP prorits 


ACID & ROSIN 
Mitetemcetamne | «it» SURE-FLUX “See scorn 
emma” eS ao 
from 15% to 25% less than 
other brands .. . yet sells 





for the same price. That’s 


Y/ |b. | Ib. 
Spool Spool why more and more deal- 
Sess i ee tees 
 Seooks. SURE-FLUX for new 
@ur Guarantee highs in solder profits. 





| SURE-FLUX Acid and Rosin A*& your jobber. 
| Core Solder is manufactured of 
| 40% Virgin tin and 60% Virgin 








Picnic time is here. Build 
a colorful display of Carl- 
ton Cake Savers and see 
sales soar. Snap-on handle 








| lead, according to A.S.T.M. Class 
| A specifications. 

We have been making core solder 
exclusively for 15 years. 


FREE! 


Each dozen 
Household Cans 
is packed in this 
FREE attractive 
display carton. 
Your jobber has 
it. 



















makes them convenient 
food carriers. Patented 
edge seal is dust- and ver- 
min-proof. Ask your job- 
ber. 





















NewYork SolderCo. Inc. 
15 Crosby Street 
New York, N Y. 


The Carrollton Metal Products Co. 


CARROLLTON, OHIO 








HERES THE BICCEST 


he: - 4 STORE EQUIPMENT 
SELL SAVOIL VALUE EVER OFFERED 






ATTRACT TRADE 
INCREASE SALES 


Proven results — more 

store activity comes to the 

dealer who modernizes his 

store with Heller Equip- 
ment. 

. . . . Dealers are breaking profit records by Heller modernization. It 

avi > av « ge ’ 'Oh- “ : baad 

A beautiful, modern Savoil Range with tw re) ia ie mene: as tame ts ceeetle, Gales atnes be ont 

burner double-cook-top, oven, and convenient expensive. They soon pay for themselves through increased sales. 

’ 

storage space. Low in price — ideal for sum- You can buy them on deferred payment plan. Ask for Heller’s 


quotation. You'll be amazed at the low prices. Ask for catalog 


mer cottage trade. Write for complete catalog. No. 40-A. 
W. C. HELLER & COMPANY 


UNITED STOVE CO., Ypsilanti, Mich. 640 Bryant St. 330 Hudson St. 
Montpelier, Ohio New York City 
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ADVANCES 





Transparent glass substitute. 
Leading makes glass cutters. 
Plumbers’ candles. 


Portable gas ovens. 
Unlined linen fire hose. 





Pulp. 





Transparent glass substitute 
—Prices, to the dealer, on R-V-Lite 
Vitapane, transparent glass substi- 
tute, have been advanced approxi- 
mately six per cent, according to an 
announcement of the Arvey Corp., 
Lamcote Division, Chicago, Ill. The 
company states that a uniform price 
has been established throughout the 
United States. 

. * ” 

Glaziers’ triangle points — 
Prices of glaziers’ triangle points 
were recently reduced by leading 
makers. The new prices are from 
20 to 25 per cent below those in 
effect as of the first of this year. 

* * * 

Glass cutters—-Leading mak- 
ers of glass cutters recently advanced 
prices from 4 to 10 per cent. 

wm * * 

Charcoal grills—A reduction 
from $20.00 to $19.25, f.o.b., Mah- 
wah, N. J., has been announced on 
the Charco Grill, charcoal grill 
made by the American Brake Shoe 
& Foundry Co. 

* x — 

Portable gas ovens — Some 
makers recently advanced prices on 
portable gas ovens about 10 per 
cent. 

* * * 

Roof flanges—Reductions of 
7% to 10 per cent were recently an- 
nounced on galvanized, lead and 
copper roof flanges, by some makers. 

oe * * 

Unlined linen fire hose—List 
prices on unlined linen fire hose were 
recently advanced, some increases 
being as high as approximately 100 
per cent above previous lists. 
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Escutcheon pins —A 10 per 
cent decline has been made on brass 
and steel escutcheon pins by The 
Turner & Seymour Mfg. Co., Tor- 
rington, Conn. 

& * € 

Soldering coppers— Base 
prices on soldering coppers were re- 
duced about three quarters of one 
cent on May 21 by some producers. 

* * a 

Galvanized range boilers — 
Because of increased demands for 
steel prices on galvanized range 
boilers are expected to advance 
shortly. 





ADVANCES 
EXPECTED 


Galv. range boilers. 
Beach, bladder-inflated balls. 








Paper and pulp prices—Not 
only newsprint and fabrics, but also 
carton and box materials, packing and 
insulating papers, felts and sheath- 
ing, are influenced by the rising pulp 
market. On May 31, advances in 
price of $11.00 per ton (about 18 
per cent) for bleached suphite pulp 
for paper making, and of $5.00 per 
ton (about 7 per cent) for pulp for 





manufacture of rayon yarn, Cello- 
phane plastics and allied products 
were announced for the third quar- 
ter. The previous advance on paper 
pulp was $1.50 per ton for the sec- 
ond quarter. The increased price 
of pulp for the manufacture of ray- 
on yarn, Cellophane plastics and 
allied products reinstates the level 
in effect during the last ten months 
of 1938. The previous increase was 
$6.00 per ton for the 1940 second 
quarter. Some manufacturers have 
withdrawn prices on toilet paper and 
other paper products and are quo- 
ting only for immediate shipment, 
at prices prevailing at time of ship- 
ment. 
x” * * 
Copper tubing, brass pipe— 
Late in May some producers reduced 
prices about 10 per cent on copper 
tubing and brass pipe. 
* * * 


Screen doors — wire cloth — 
There is general complaint among 
distributors that the late spring has 
put a serious “dent” into the sea- 
son’s sales of screens, doors and 
screen cloth. Screen door hardware 
and screen hangers are selling free- 
ly,—probably up to normal. 

* * & 


Prepared roofing and _ shin- 
gles—A seasonal pick-up of demand 
has been noted in May, and thus 
far in June, but with no present ex- 
pectation of price changes. Paper 
scrap prices are higher, but rag felt 





DECLINES 


One line charcoal grills. Roof flanges. ' 
Glaziers’ triangle points. One line brass, steel escutcheon pins. 
Soldering coppers. Copper tubing. Brass pipe. 
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materials have eased off, and water- 
proofing saturants are unchanged. 


* * * 


Leather, cotton and jute prod- 
ucts — With the market on _ hides 
down to 10-10% cents, about the 
same as a year ago, the packers are 
not anxious to push sales. Sellers 
are hopeful that war influences may 
stimulate a much increased demand, 
and firmer prices. The market on 
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jute twines, fine Indias, and hemps. 
is steady to strong. 





PRICES 
WITHDRAWN 


Some makes toilet paper. 





Plumbers’ candles—Advances 
of from 20 to 25 per cent have been 


Of Wholesale Hardware Sales 














’ 


made on all grades of plumbers 
candles by leading makers. 
* * ” 


Hardware in May — Despite 
news and the weather, late May im- 
provement in sales for leading job- 
bers offset the losses of the earlier 
weeks. Wholesalers’ totals for the 
month ranged from about even, to 
slightly ahead of dollar sales, both 
for April and for May of last year. 
Gains generally were reported by re- 
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States comprising regions: 


Middle Atlantic—(N. J., N. Y., Pa.) 
East North Central—(Ill., 


8. D.) 
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New England—(Conn., Maine, Mass., N. H., R. L., Vt.) mee Seuth Central—(Als. 


Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., 


South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., 8S. C., Va., 
W. Va.) 

, Ky., Miss., Tenn.) 

West South Central—(Ark., La., Okla., Texas) 

Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 


Wyo.) 
Pacific—(Calif., Ore., Wash.) 























Cash 
onVICIORS 


Mharmgitiged 


FAN PROMOTION 


Backed by an aggressive 
thermometer sensitized 
promotion, the new 
Victor Fan Line will turn 
the heat into cool profit 
for you. 





You’ll want the new 
Victor Fan Catalog and 
the Victor Push. Com- 
plete details about this 
fast-selling Fan Line for 
1940 and the push behind 
it. Hurry. Write or wire 
at once. Get set for your 
most profitable FAN 
YEAR with VICTOR 
NOW! 











VICTOR 


sa se0 iad fe)tias a) le 


Dept. J-1004 
2950 Robertson Ave. - Cincinnati, Ohio 


Quality is always VICTOR 








tailers, and in percentages some- 
what better than wholesale distrib- 
utors enjoyed. Departments which 
are rapidly coming back to normal 
after a slow spring are sports sup- 
plies, builders’ hardware, and 
plumbing accessories. Floor cover- 
ings summer furniture and house- 
wares are mentioned as making 
gains in most reports. A late de- 
mand for fencing and barbed wire 
is taking up much of the earlier 
slack in sales. 
* * *%. 


Washing machines — House- 
hold washers shipped in April to- 
talled 135,179, compared to 116,199 
in the same month of 1939, an in- 
crease of 16.33 per cent, according 
to industry figures reported by 
Joseph R. Bohnen, executive secre- 
tary-treasurer, American Washer & 
Ironer Manufacturers’ Association. 
Ironers aggregated 11,984, increase 
of 15.79 per cent over the April, 
1939, total of 10,350. Washers 
shipped in the first four months of 
this year totaled 546,455, increase of 
7.42 per cent over the same period 
of 1939, when shipments were 508,- 
718. Ironers aggregated 44,588, or 
3.47 per cent above the 43,094 total 
attained in the same months a year 
ago. “Price trends continue up- 
ward,” Secretary Bohnen said. 
“Average retail price of all washers 
shipped in April was $72.66, com- 
pared to $68.95 a year ago. The 
average price for the four months 
was $72.38, compared to $69.06. 
The ironer retail price average for 
April was $67.09 as compared to 
$67.29, and for the four months, 
$68.68 as compared to $71.45.” 


Furniture sales — Reported 
volume of furniture orders booked 
in April was 25 per cent ahead of 
a year ago, while shipments were 15 
per cent ahead. These gains were 
due largely to the fact that April, 
1939, was one of the poorest months 
for the furniture industry in several 
years. Compared with March, how- 
ever, new orders in April were off 
6 per cent. At the end of April 
unfilled orders were 14 per cent 
above a year ago but 22 per cent 
less than at the end of March. 

a a * 


Electric refrigerators — Do- 
mestic sales of electric household 
refrigerators by 14 leading com- 
panies in April amounted to 315,935 
units, an increase of 30 per cent over 
April 1939, according to the manu- 
facturers association. The month’s 
sales were the largest for any month 
since March 1937, when 327,922 
units were sold. Foreign sales con- 
tinued to run behind a year ago, 
amounting to only 7,822 units in 
April as against 12,025 a year ago. 
Domestic sales for the first four 
months of 1940 were 1,072,892 units, 
the greatest on record for that 
period, and comparing with 810,940 
units in 1939. 


* # 


Sports supplies—Jobbers re- 
port a belated pick-up in sales of 
baseball, tennis and golf equipment. 
Camp supplies are selling season- 
ably, with several new grills doing 
especially well. There is some fear 
of a scarcity (due to the war) of 
Kapok filling for camp and yachting 
cushions, and_ air-inflated rubber 
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Stock-sales ratios are percentages obtained by dividing the cost value of stocks by 


sales for an identical group of firms. 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 


group of firms. 


cushions and vests are having an 
increased vogue. Bladder-inflated 
balls, and children’s beach balls are 
likely to be affected in price by the 
acute rubber situation. 

* * x 


Vacuum cleaners — Sales of 
electric vacuum cleaners during 
April amounted to 170,209 units as 
against 178,129 units in March and 
125,026 units in April, 1939, ac- 
cording to the secretary of the Vacu- 
um Cleaners Manufacturers Asso- 
ciation. 

* * * 

Norge appliances — Sales in- 
creases in all types of Norge home 
appliances were made during the 
first quarter of 1940, according to 
Howard E. Blood, president, Norge 
Division and executive vice-president 
of Borg-Warner Corp., Detroit, 
Mich., who reports, “Norge sales in 
the first quarter of 1940 aggregated 
79,416 units, compared with 62,390 
in the same period a year ago, a rise 
of 27 per cent. But the improve- 
ment probably would have been 
much more impressive if we had 
been able to ship in greater volume.” 

* & 


Bettering indexes — Freight 
loadings in the week of May 25 
totaled 687,490 cars, a new high for 
1940, and 10.3 per cent ahead of the 
1939 comparison. The week’s gain 
was of larger than seasonal propor- 
tions. Increases in ore, coal and 
coke shipments more than offset 
minor declines in other movements. 
Production of electricity for light 
and power in the United States for 
the week ended May 25 was 2,448,- 
865,000 kilowatt hours, an increase 
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of 11.1 per cent over the similar 
1939 week. Employment in April 
was better for the second consecu- 
tive month, according to the National 
Industrial Conference Board. The 
gain over March was about 3 per 
cent, as total employment increased 
by 344,000. A greater than seasonal 
increase in agricultural employment 
accounted for most of the improve- 
ment. New orders received by 
manufacturers rose 10 per cent in 
April, for the first gain since Sep- 
tember, 1939, while industrial inven- 
tories remained steady, according to 
the National Industrial Conference 
Board. The value of new business 
booked in April was 21 per cent 
greater than in April, 1939. 


Royal Chinook 
Dollar Day 


Salmon means a great deal to 
the residents of Oregon, so, when 
the merchants of Astoria, Ore., 
stage their spring “Dollar Day,” 
the Royal Chinook, a civic organ- 
ization, serves salmon and coffee 
to all out-of-town people who 
come to Astoria. The serving is 
done at the city recreation center 
and last year, more than 1500 lbs. 
of salmon were served to en- 
thusiastic rural shoppers. 





GOTTA GET TO ASTORIA 
FOR THAT DOLLAR Day 








EELGRIP 


BELT LACING 


A stronger lacing for all types of 
belts. Put on with a hammer— 
easily penetrates the toughest elt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
a permanent “‘humpless’’ jeint. 
2-piece hinged rocker pins provided. 
8 sizes. In boxes, handy packages, 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives — especially drives operating 
under outdoor conditions. 


Wiki —- ‘ 

Preferred be- 

cause they are 

handled safely. 

and quickly. 

Patented blue 

aligning card 

holds hooks, even shortest ends in 
perfect alignment — every hook is 
used, no card waste. Fit Wiregrip 
or any other standard lacers. 
Available in 6 sizes. 


= 


A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market. 


Write today for Catalog and Circulars 
ARMSTRONG - BRAY 
& CO. 
“The Belt Lacing 
SNS People” 
= 
ig 2 304 Loomis Ave., 
lic CHICAGO, U.S.A. 




















hardening 
sharpness 
of jaws 





Longer service life makes these 
nippers more profitable to sell. 
For further details write to....- 


CAPEWELL 


MFG, CO., HARTFORD, CONNECTICUT 
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SALES OF 1,696 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 


States by Regions 


New England ee 


Connecticut ........ 
Maine 
Massachusetts 


New Hampshire and Vermont. 


Rhode Island 


Middle Atlantic 
New Jersey 
New York 


Pennsylvania 


East North Central 
Illinois 
Indiana 
Michigan 
Ohio 
Wisconsin 


West North Central..... 


lowa 
Kansas 


Minnesota —— 


Missouri 
Nebraska 
North Dakota 
South Dakota 


South Atlantic ....... 
Delaware 


District of Columbia 


Florida 
Georgia 
Maryland 
North Carolina 
South Carolina 
Virginia 

West Virginia 


East South Central 
Alabama a 
Kentucky 
Mississippi 


Tennessee 


West South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain 
Arizona 
Colorado 
Idaho 
Montana 
Nevada 
New Mexico 
Utah 
Wyoming 


Pacific 
California 
Oregon 
Washington 


TOTAL 


Chicago, Illinois 

Los Angeles, California 
Portland, Oregon 

St. Louis, Missouri 


San Francisco, California 


Seattle, Washington 


Number 
of Firms 


Reporting 


69 
+ 
ll 
34 
9 
8 


201 
9 


30 
162 
453 

98 

65 

45 


136 
109 


311 
78 
80 
24 
61 
50 
12 


1l 








Dollar Sales Reported 


92,115 


1,068,384 
73,152 
130,408 
864,824 


2,358,417 
531,824 
349,737 
201,905 
652,526 
622,425 


991,373 
311,187 
228,485 
132,482 
184,591 

96,127 

28,697 


eeeeee 


635,724 
102,519 


P 124,555 
382,914 


709,527 
170,437 


142,912 


April, 1940 
Percentage Change 
April, 1940, from 
April, March, 
19 939 1940 
+ 48 +26.6 
+04 +328 
+ 44 +198 
+20.5 +54.6 
+ 16 +219 
+ 98 +40.7 
+ 7.3 +39.2 
+17.0 +60.8 
+ 9.0 +38.2 
+14.1 +38.9 
+216 +28.5 
+18.2 +23.3 
+ 9.2 +51.6 
+10.0 +36.9 
+12.1 +59.4 
+15.9 +35.2 
+16.0 +42.5 
+21.1 +21.4 
+19.8 +70.9 
+ 88 +23.7 
+10.4 +34.7 
+248 +31.4 
+26.2 +13.5 
+ 8.9 + 3.3 
+32.6 +27.1 
+ §2 +215 
+11.3 +29.2 
— 25 — 3.1 
+ 7.6 +27.3 
+238 +352 
+]1.1 — 05 
+168 — 22 
— 12 + 6.6 
+14.0 — 25 

5.6 +13.7 
3.4 +19.0 

— 0.3 178 
— 0.2 8.5 
+15.2 +14.4 
+ 6.7 +11.1 
5.4 8.5 
0.6 8.3 
+15.1 23.4 
+10.6 +23.5 
+111 +465 
— 23 +10.6 
+ 08 19.1 
18.5 25.0 
38.0 31.0 
+15. 1 24.4 


195,312 











April, March, 
1939 1940 

$ 445,718 $ 368,968 
45,912 34,722 
232,348 202.660 
46,465 36,214 
90,668 75,560 
973,139 759,485 
68,156 52,547 
111,465 81,115 
793,518 625,823 
2,066,754 1,697,461 
437,396 413,749 
295,794 283,557 
184,937 133,182 
593,159 476,604 
555,468 390,369 
855,383 733,521 
268,360 218,448 
188,670 188,143 
110,557 77,540 
169,614 149,244 
87,100 71,365 
22.995 21,843 
142,072 157,959 
637 105,092 
55,489 57,915 
83,318 72.192 
26,932 23,194 
70,095 70,474 
48,755 41,205 
91,088 83,437 
572,077 638,851 
87,743 104,799 
126,008 116,797 
335,752 392,893 
671,777 624,189 
164,868 143,235 
104,955 88,827 
122,164 112,378 
166,213 167,375 
1,901,191 1,825,163 
1,339,477 1,301,875 
215,853 200,536 
345,861 322,752 
$8,191,391 $7,331,077 
53,991 40,962 
190,222 168,127 
27,355 23,146 
30,646 29,064 
103,561 109,104 
169,675 157,023 


*Note while stores from these states are included in ‘grand total, figures for these states ar are not shown on n this , chart because 


of insufficient data. **Withheld to avoid disclosure. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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Public Spender No. 1; The Bride 


EAR in and year out, the coun- 


try over, there are slightly 
more than 10 weddings to every 
1000 population. Of course June is 
the big month, 14 per cent of the 
year. But July accounts for 6.7 per 
cent and August 9.5 per cent. Wed- 
dings are so far from seasonal that 
February falls no lower than 6.2 
per cent. 

We will see 1,250,000 girls added 
to the newlyweds this year. Bride’s 
Magazine says engaged girls spend 
an average of $250 each on their 
trousseaux. 

No blushing bride puts a washer 
or ironer on her trousseau list but 
the fact remains that this year’s 
output of washers could be pretty 
well absorbed in the homes of our 
newly-married couples. And _ the 
dealer who makes a washer or an 
ironer the feature of any wedding 


gift array does it serene in the 
knowledge that the bride will be 
thankful for it when, the honey- 
moon over, she faces homemaking 
realities. 

Monthly national wedding aver- 
ages don’t mean June is high month 
everywhere. Southern gals favored 
December in 1938, latest year for 
which compilations are available. 
August stood first in Los Angeles 
and Worcester and October in Hart- 
ford and Milwaukee. April was 
high for Providence and November 
for Flint. Employment pickup al- 
ways booms weddings. 

In other words you never know 
when brides, bless "em, are going 
to give you a new market. Count 
them as prospects every day in the 
year. 

—Bulletin of American Washer 
and Ironer Manufacturers’ Ass’n. 





The First Quarter Roundup 


1940 Compared with 1939 


greater volume 
other 
know of! It’s low 


the best 
vice. Made in a 





Hee'sa Sherman 


DOUBLE SHOWER 


That You Can Retail As Low As 


$3.62 


(Valve only, 
with Wrought Brass 
Shower Head.) 


This well made 
Double Shower 
Fixture sells in 


and returns more 
profit than any 
fixture we 





in price, yet gives 
of ser- 


variety of models. 





Complete shower 
with galvanized 
gooseneck and 





soap dish retails Factories 
at $4.80. ORDER 

NOW from your S Homes 
jobber, and get ~“™emer Cottages 
ready for warm Playgrounds 
weather demands. etc. 


H. B. SHERMAN MFG. CO. 














PRODUCTION PRICES 
Py AUTOMOBILES +24 WINNER soncevececns +11 Lea oe 
fey ARE INSURANCE yy faatiguetets -0.1 
CONSTRUCTION: .... -13} &/ SALES — 6 
oy - Hides and leather +11 
AA rasidenie a. CEMENT SHIPMENTS 9 —14 — 
= Textiles ........ +14 
F PAINT, VARNISH, 
js ¥ ae —22 oe LACQUER SALES ¥, 6 CEG. ivine materials +4 
Public work 
‘ond viilties —16 CARLOADINGS . +s Pe. 4 Chemicals ..... +2 
iW Gap Groin... +1 EP wards +1 
fo) LUMBER +12 geste livestock . -1 Raw materials . 3 
yer Coal ond coke +18 —. +8 
ta ELECTRIC POWER +1 4 Em Forest products +18 Finished products ...... # 2 
ama Ore +17 
| HARD COAL . +2 , EAT covcrnecren ; 
eae ici. - costs + 
SOFT COAL +13 
EP Miscellaneous ..... 2s DEPARTMENT 
ii STORE PRICES + 4 
PETROLEUM +13 
AX | ny SETA, RABE COST OF LIVING ... , 
Department st a ) 
Oll WELLS DRILLED +8 -—"y store +3 yp 7“ ; 
Variety sales 
TEXTILE MILL oe . +7) QA Housing... +1 
Rural soles... Jaas +7 
Eee +1 
Cotton . +12 Z HOUSEHOLD ' 
rn +4 REFRIGERATOR SALES . +33 Fuel ond light.......... Zero 
- pe fia WASHING MACHINE feniite <3 +02 
Rayon SALES + 5 
STOCK PRICES «i 22 
ad al onpurncn wi (atisdT COCK PRES... 
Ca. aley OSARETTES +7) o= SHipmenTs * +40 BOND PRICES ...... —0.2 
= CIGARS +0.3 
PASSENGER CAR 
FACTORY i SALES “+ 30 Say FARM INCOME ...... +12 
A EMPLOYMENT .. + 8 
eon +14] ie truck sats ...... *+21 ==} pivwenos +13 
" © susiness ween 
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(Courtesy Business Week) 


Battle Creek, Michigan 





LARGE STOCKS... 


UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 
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FOR YOU— 


VLCHEK 


BALL PEIN HAMMER 


® A hammer so attractive that to 
display it is to sell it. 

It's made of special hammer 
steel—Japanned finish with pol- 
ished face and pein. Handle is of 
select hickory. 


In eight sizes with weight of 
head from 4 oz. to 3 lbs., and over- 
all length from 12” to 17”. A ham- 
mer for every customer need. 


Ask for catalog and prices. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. Cleveland, O. 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 








A Retailer Suggests 
(Continued from page 42) 


about everything else except dis- 


plays? 
“Have the manufacturers’ de- 


| signers and printers and litho- 


graphers all gone on strike?” 
“Well,” I said, “perhaps I can 


| tell you something that you don’t 


know. Rarely does a manufac- 
turer find a retailer in your pre- 


|' cise situation. Rarely does he find 
_ a retailer downright display-hun- 


gry. Perhaps for men in your 


| situation, the suppliers ought each 
| to set up a specializing depart- 


ment under the supervision, say, 
of a vice-president-in-charge-of- 
sales - aids - for - new - and - en- 
larged stores.” 

“And,” said Leroy, “why not? 
To me, right now, such a depart- 
ment in any supplier’s organiza- 
tion could render swell service.” 

Mildly, I said: “But you’re not 


| completely out of display mate- 
| rial. Your store isn’t empty and 


bare.” 
“Old stuff,” said Leroy. “Nine- 
tenths of it is old stuff that, in the 


| old store, I’d been kicking around 


for months and months. Listen! 
Would you like to see what new 
material will do—material of the 
kind I call good? All right. You 
go back there in the paint depart- 


| ment and hang around that Sher- 
| win-Williams book. Yes, the big 
| one that’s chained to that stand 
| back there.” 


I went back and hung around. 


| I hadn’t waited five minutes be- 
| fore I saw that beautiful, big, 


Sherwin-Williams 
work. 

Because he believes that 80 per 
cent of the merchandise sold in 


book go to 


| hardware stores is sold to women, 





Leroy has enlisted as his chief be- 
hind-the-counter assistant his 
pretty wife. Among the paints, 
Mrs. Leroy was talking to a man, 
apparently an artisan, who, in his 
own dining room, had built a 
china cabinet. 

And she led him to that Sher- 
win-Williams book and she opened 
it to a spread of cabinets and cup- 
boards and said: “Look!” 

The customer looked. He 
looked more closely. “Different 
colors,” he said, “on the inside!” 


“Indeed,” said Mrs. Leroy. 


“And look at this combination— 
ivory on the outside, and inside 
this charming blue. Imagine how 
that color will set off your wife’s 
china and glassware.” 

“If you’ve got that blue,” the 
customer said, “I want a pint of 
it.” 

I went back to Leroy among 
the fertilizer bags. 

“Well,” I told him, “it works.” 

“Certainly,” he said. “It al- 
ways works.” 

“Anyway, it always works for 
my wife.” 

“Maybe,” I remarked, “she 
helps it along with a little smart 
salesmanship.” 

Leroy nodded. “Although she’s 
a woman,” he said, proudly, 
“she’s the best hardware salesman 
I ever saw. But”—he added— 
“get this: Without that Sherwin- 
Williams display, not even she 
could sell paint in any such vol- 
ume as she’s selling it now.” 

“Can you think,” I asked him, 
“of anything else — anything 
omitted ?” 

“Literature. Id like, if the 
suppliers please, a little literature 
that looks clean! Here—look at 
these grimy things. They’re try- 
ing to sell lawn furniture—lawn 
furniture in white and green and 
red and all the rest of the spec- 
trum. And do you see any color 
in the pictures? You don’t! You 
see black ink on yellow paper— 
paper so cheap and so poor that, 
in that picture right there, you 
can’t tell whether that lawn chair 
has a slat back, a canvas back, or 
no back at all. 

“And instruction books. The 
other day you were in here ask- 
ing if I had any around. I 
couldn’t find them then; but here 
are a couple that I’ve dug up 
since. Take them home, will you, 
and see if you can tell what un- 
der heaven the pictures illustrate!” 

Leroy sighed. “Maybe,” he 
said, “something’s biting me. 
Maybe it’s the new store that’s 
got me down. Maybe it’s the new 
store that causes me, all of a sud- 
den, to notice these things. And, 
on the other hand, maybe what 
I’ve told you about has been go- 
ing on for a long, long time.” 
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I: about time to close 
the store and George 
Munson and Frank Ferris, of the 
retail hardware firm of Munson & 
Ferris, are getting ready to call it 
a day. Everything is progressing 
in orderly fashion when the door 
opens and John Munson, George’s 
10-year son, enters. Johnny looks 
a bit the worse for wear. One eye 
is partially closed and there is a 
lump on his cheek about the size 
of a duck egg. 

MUNSON: Johnny, what liap- 
pened to you? 

JOHNNY: A bee stung me, Pop. 

MUNSON: Get the stinger out? 

JOHNNY: Yep, it’s all right 
now, but Ma says I don’t look like 
anything human. Just thought I'd 
let you have a look before the 
swelling starts to go down. S’long, 
Pop. 

MUNSON: So long, Johnny. 
See you at dinner and keep away 
from bees. 

FERRIS: Well, maybe if we 
were a little more familiar with 
bees we wouldn’t have so much 
trouble with them. By the way, 
did you read that article in the 
May 30 issue of HarpwarRE AGE 
about beekeeper’s supplies? 

MUNSON: Yes, I read it all 
right, but that doesn’t help Johnny. 

FERRIS: It would have if we’d 
carried the line. We'd all know 
about bees. And say, now that the 
warm weather is really here, there 
was a good story about Benjamin 
Miller up in New York State. Told 


how he cashed in on seeds. 
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MUNSON: Any more of those 
articles on “Modernizing the 
Hardware Store”? 

FERRIS: Yes, a dandy. Told 
all about hardware, tool and steel 
goods arrangement and display. 
That series is worth money to us, 
and to 90 per cent of the hardware 
dealers for that matter. It’s good! 

MUNSON: I'll say it is! I’ve 
been reading it ever since it 
started. Hope it never stops. 

FERRIS: Well, all good things 
have to stop some time. But did 
you read that two-page spread on 
“Here’s the Way to Sell Paint”? 
Short and to the point, but it sure 
told a story in a few words. You 
know Confucius say, “One picture 
worth a thousand words.” 

MUNSON: There’s a lot of 
truth in that saying. But there 
was another short story in that 
issue that I liked too. Told how 
the Tulsa Hardware & Supply Co. 
in Oklahoma gets four turnovers 
a year on power tools. That story 
just got right down to cases. What 
are you doing this week-end? 

FERRIS: Guess I'll play golf. 

MUNSON: Better check up on 
that story on power lawn mowers 
and see if you can’t interest your 
greens committee in buying one. 
It’s a major sale, you know. 

FERRIS: Glad you mentioned 
it. Heaven only knows those fair- 
ways could stand a lot of cutting. 
Well, I’m on my way. Let’s go! 

The partners lock the door and 
leave for their respective homes. 


—G6.M.S. 
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THE MODERN 
PIED PIPERS 


are the 


BETTER BRAND 


MOUSE and RAT 


TRAPS 


WRITE US FOR FOLDER OF COMPLETE LINE 
AND NAME OF JOBBER—ASK YOUR JOB- 
BER TO SHOW YOU OUR NEW STEEL 
MOUSE TRAP—RETAILS FOR FIVE CENTS. 


McGILL METAL PRODUCTS CO. 
DEPT. 151 


MARENGO, ILLINOIS 

















LIST PRICE 


$15.00 








SKUTTLE JUNIOR 
VENTILATOR COMES 
COMPLETE READY 
TO INSTALL 


Each Skuttle Junior Ventilator cornes com- 
pletely mounted on enamel panel with toggle 
bolts for easy installation on the wall. Lead 
out ducts are in black wrinkle finish with rust 
proof outside outlet and flapper opening that 
works automatically as blower is used. Twin 
blowers of the siracco type are guaranteed si- 
lent in operation and deliver 90 c. f. m.’s. 

Write today for attractive dealer discounts 
on this fast selling item. 


J. L. SKUTTLE COMPANY 
7 Dept. B 
1015 Franklin Avenue 
DETROIT, MICHIGAN 




















The Geo. B. Carpenter Co. 
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GILBERT HUBBARD GEO. B. CARPENTER J. SPENCER TURNER BENJAMIN CARPENTER 


1850-1881 


A MONG Chicago’s com- 


mercial concerns which have lighted 
100 candles on their birthday cakes, 
is the firm of George B. Carpenter 
& Co., which this year celebrates the 
centennial of its founding. To mark 
this anniversary fittingly, all employ- 
ees participated in an all-day party 
on June 6 at the Park Ridge Coun- 
try Club and all customers and 
friends of the company are receiving 
a handsome, historical booklet, aptly 


This was the firm’s headquarters until 1912. The build- 
ing was erected in 1872 and two stories were added 
after a fire in 1900. 


1857-1912 


entitled, “The First Hundred Years.” 
It presents an interesting sketch of 
the company’s century in business, 
as seen against a background of Chi- 
cago’s history. 

The business, begun in 1840 as 
Huginin & Pierce, was first carried 
on in a small frame store building 
on the south bank of the Chicago 
River. The original stock was de- 
scribed as consisting of “boat sails, 
ship chandlery, and groceries.” From 


1859-1868 


1889-1927 


these pioneer beginnings grew the 
present-day firm, which handles 
more than 15,000,000 pounds of mer- 
chandise annually and ranks as one 
of the country’s largest distributors 
of cordage, cotton duck, and awning 
supplies. The company also acts as 
western distributor and selling agent 
for many eastern mills for all types 
of twine, cordage, cotton duck, awn- 
ing stripes, and awning hardware. 
The firm was founded during the 
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Since 1912 the offices and warehouses have been in this 
modern building located on the northwest corner of 
Wells and Hubbard Sts. 
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First Hundred Years 





GEORGE F. LUNDBERG 
President 


depression which followed the panic 
of 1837. At that time Chicago had 
a population of little more than 
4000. Real estate values had shrunk 
in the preceding years from fantastic 
levels to almost nothing, and _ rail- 
road transportation was still a thing 
of the future. 





HARRY R. ISAACSON 
Vice-president 


Ship chandlery was “natural” 
among early enterprises because 
water transport was the only cheap 
means of moving goods in the Chi- 
cago of 1840. Before long, hundreds 
of ships were to bring millions of 
feet of lumber to the city from the 
vast forests of Michigan and Wis- 
consin. 

In its early days, the name of the 
firm was changed several times. It 
became Gilbert Hubbard & Co. in 
1857. At that time a one-third in- 
terest was acquired by George B. 
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Carpenter, son of Benjamin Carpen- 
ter, who was one of Chicago’s earli- 
est meat packers and the city’s first 
Commissioner of Public Works. 
Upon the death of Gilbert Hubbard 
in 1881, Mr. Carpenter obtained full 
control of the business, and the firm 
name was changed to Geo. B. Car- 
penter & Co. 

Although the firm originally start- 
ed in ship chandlery, its activities 
were gradually expanded and it be- 





CHAS. G. WIESE 
Secretary 


gan to supply equipment to settlers 
moving westward in covered wagons; 
to the “Forty Niners”; to the rail- 
road builders; to lumber camps, and 
to the innumerable industries that 
were springing up in the Chicago 
area. During the Civil War, accord- 
ing to an early account, Carpenter’s 
supplied “tents, camp bedsteads, 
(Continued on page 121) 





HARRY J. LINDQUIST 
Treasurer 








SELL 
LANTERNS 


1OOTH ANNIVERSARY 


R.E. DIETZ COMPANY 
EEORS New York "lia 


Output Distributed Through the Jobbing 
Trade Exclusively. We Do Not Sell Chain 
Stores, Catalog Houses, or Syndicate Buyers. 
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ARMSTAGNG BROS. 
RECEDING = 
TYPE 4 


THREADERS 


Chasers are made of 
Special Vanadium Tool 
Steel with ‘‘backed-off" 
hob-cut teeth, they 
make cutting faster 
easier, smoother. Hard 
ened, drawn, tempered 
and tested they are 
free-cutting and long 
lived—hold their keen 
ness, Accurate in form 
they assure tight 
threads. Plainly marked, 
they fit all standard 
threaders of this type 
ARMSTRONG BROS. 
improved threaders are 
designed to give perfect 
threads with minimum 
effort. todies are of 
Certified Malleable Iron, 
are rust-proofed with 





























cadmium plate No, 1 
STANDARD and No 
1A RATCHET types are 
furnished with either 
ring guides or improved 
self-centering pipe hold 
ers. For from 1 to 2 
inch pipe. No. 2 
GEARED Threader is 
for 2% to 4 inch work. 


Write for catalog. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U. S. A. 


Eastern Warehouse and Sales: 
199 Lafayette St., New York 








New and Improved Merchandise—Display Helps—Sales Literature— 


National Newspaper Campaign 
For Improved Valet Autostrop 


The new and improved Valet Auto- 
strop razor which will retail for 79 cents 
is a streamlined shaving instrument. 





Maker states speed and shaving comfort 
have been stepped-up to an all-time 
high. Guard teeth have been replaced 
by a sleek runner guard which is said 
to eliminate entirely, drag, pull, and irri- 
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tation. An easy-opening blade clip pro- 
vides quick blade changes. To promote 
this improved razor the company is in- 
augurating a _ coast-to-coast newspaper 
campaign and eye-appealing displays for 
stores, accompaneid by posters for store 
walls or wall case glasses. A feature of 
the new counter display carton is a cir- 
cular Cellophane window in the cover 
which permits the customer to view the 
head of the razor with its little cogwheels 
and gadgets that attract the eye. Six 
sets are contained in a carton; two car- 
tons (12 sets) is a master container. 
Window display center card is illustrated 
here. Gillette Safety Razor Co., Boston, 
Mass. 


Reflecting House Signs 


These reflecting house number signs 
are said to have the same brilliant 
visibility found in reflecting highway 
signs. The individual numerals, made 
of reflecting Cataphote glass, are 
mounted on weather-proof steel frames 
and can be read easily at a distance 
of from 100 to 200 ft. Both numerals 





and frames are made to last. Retails 
for $2 for signs with numerals on one 
side only, $3 for those with numerals 
on both sides. Western Cataphote 
Corp., Toledo, O. 





Skillet Display Stand 

This new display stand for Revere 
Copper-Clad stainless steel ware skillets 
is finished in silver and ebony with a 





handsome chromium and persian orange 
emblem. It occupies less than %4 foot 
of counter or table space. Offered free 
with orders for two of each size or six 
French Chef type skillets or two of each 
size or eight double-lipped skillets. 
Revere Copper and Brass, Inc., Rome, 
N. Y. 


Sporting Goods 


Noble Sports Equipment, 175 Fifth 
Ave., New York City, has issued two 
new catalogs, one on professional arch- 
ery tack and the other on junior archery 
sets, cork dart boards, and adult games. 


HARDWARE AGE 
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Offset Ratchet Screw Drivers 


North Bros. Mfg. Co., Philadelphia, 


introduced four offset 


Pa., recently 


ratchet screw drivers under the “Yankee” 









“Yankee” No, 3600 
Offset Ratchet 
Screw Driver. 
Blades, Ys" x .045 
and %ie"x .060, 


ex Wrench Screw Driver 
Adapters for Adapters with 
hollow setscrews blades for 
ond cop screws. slotted screws. 
Verious sizes. Various sizes. 


“Yankee” No. 3900 
Offset Ratchet 
Mandle. Hex holds 
Adapters. (Right) 


name. The series includes assorted adap- 
ters and has a wide range of serviceabil- 
ity in work with both slotted and hollow 
screws. No. 344, lengths, 3 15/16 in., 
is complete with three blades, two 
ratchet, and one rigid. No. 3800, illus- 
trated, also is a complete tool of heavier 
construction, 4°%4 in. overall, with two 
blades of different dimensions. No. 3600 
is an offset ratchet handle for use with 
interchangeable adapters in work with 
smaller screws. No. 3900 is an offset 
ratchet handle, illustrated, of heavier 
construction for larger screws. Adapters 
fit into hexagonal opening and are held 
by friction ball. Certain adapters con- 
tain fitted screw driver blades for use 
on slotted screws. Others are fitted with 
hex ends for driving hollow-head screws. 
All adapters have knurled spinner tops 
for the quick starting of loose screws. 
These new offset tools are equipped with 
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Window Trims—New Packages—New Colors—Catalogs 


the “Yankee” ratchet and are said to 
have tremendous driving power and to 
be highly efficient for close-quarter work. 


“Presto” Stapler 


The Metal Specialties Manufacturing 
Company, 3208 Carroll Avenue, Chicago, 
Ill., is introducing the new “Presto,” 
an attractive, popular-priced stapler. 
The “Presto” is of streamlined design, 
with a modern, rich wine-colored bodv 
on a black rubber base. It is a small 
handy size and light in weight, and is 
said to have precision sure-fire action, 
which makes it easy to operate and 





speedy for any average requirement. 
Another feature is the reserve magazine 
in the base of the stapler which holds 
400 extra staples. The rubber base it- 
self, protects the surfaces of desks. 


Electric Iron Display 


No. 1212 furnished free with purchase 
of any six Universal electric irons. De- 
signed to occupy a minimum space and 
to display iron prominently without 
obstructing view across store. Display 
has orange and blue finish. Overall size, 
31 in. long, 12% in. high, and 6% in. 
deep. Landers, Frary & Clark, New 


Britain, Conn. 











Vitamin B, In Dropper Bottles 


The health-giving nourishment of 
Vitamin B-1 is now available as a plant 
food in a concentrated form which is 





With 


easy to use and easy to handle. 
this concentrate, which is being mar- 
keted under the trade name “B,Loom,” 
only five drops of the solution are re- 
quired to vitaminize one gallon of water. 
The solution can be used in watering 
plants, shrubs, trees and grass. The 
product is manufactured by B,Loom 
Laboratories, Toledo, Ohio. The one- 
ounce containers in which the concen- 
trate is sold were designed in the com- 
pany’s laboratories and are manufac- 
tured by Owens-Illinois Glass Co. For 
facility in handling, the bottles are 
closed with molded droppers. 


Fishing Lure 





No. 1 Hawaiian Wiggler—a deep run- 
ning lire that is said to get fish in deep 
water and doesn’t snag. Maker states 
its the ideal river bate for Small Mouth 
and Wall Eyes. Single spinner, 75 
cents; double, 85 cents. Fred Arbogast, 
313 W. North St., Akron, Ohio. 
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UNDER WATER 8 HOURS! 
Flood waters in Los Angeles covered 
this office desk for8 hours. Afterdrying, £ 4 


it was oiled off and found good as new. ' 
The reason: The veneers were glued : 
with Casco Powdered Casein Glue. ‘ 
: 
£ 
] 
i 
a 





PAPER SIGNS STAND 

SNOW, RAIN, SLEET! 
Millions of low-cost, printed displays for 
gas stations, bus stops, etc., withstand 
all-year weathering! The attractive : 
lithographs are often bonded to the | 
cardboard with Casco Flexible Cement. 


7% 





sala catia hell 
OU never know what your customers 
will try to do next with the glues you 


sell them. So, why not build reputation... 


and save complaints... 


by featuring Casco. 


It’s tested by big jobs. 

CASCO POWDERED CASEIN GLUE — standard 
glue for heavy-duty wood gluing. Strong, 
water-resistant, easy to mix, economical. 
CASCO FLEXIBLE CEMENT— for odd jobs in 
home, school, office. Quick and clean to 
use. Makes an instant hit with the ladies. 
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Pressure Cooker Gage 


Gage is so bulit that one can tell be- 


forehand whether it is in proper adjust- 
ment. If not, it can be easily adjusted 





by turning the recalibrator until it reads 
properly. This recalibrator also _per- 
mits use of finer graduations on the 
dial thus making it possible to hold 
pressures and temperatures within 
closer limits. Gage shows both pres- 
sure and vacuum conditions. When 
cooker begins to cool, gage can be 
watched and vent opened before pointer 
reaches vacuum indication on dial. 
Lakeside Aluminum Co., Menominee, 
Wis. 


Radius Camp Stoves 
The No. 43A Radius Camp Folding 


Stove does not have to be assembled be- 
fore using as shown by the illustration. 
The sturdy metal box handsomely de- 
signed, once opened, is immediately 
ready for use. It is compact, light in 
weight, having the dimensions: 5% in. 
x 7% in. x 3% in. high. The complete 
weight is 2% Ib. The fuel tank is of 
heavy gage brass with built-in air pump. 
The special patented Radius Burner 





Saw Horse Bracket 

Maker states saw horses equipped 
with Bassick bracket are easily and 
quickly set up without any special shap- 


ing of the 2 by 4 legs. Nails, screws, 


(U.S. Patent No. 1,978,772) is supplied 
with built-in cleaning device and regu- 
lating valve for flame adjustment. The 
No. 43A Camp Stove burns kerosene. It 
is said to be wickless, smokeless and 
odorless, assuring safety and economy. 

Other models of single and double 
burner stoves, some of which are par- 
ticularly designed for boats, as well as 
lanterns and heaters operating on this 
same kerosene vaporizing principle are 
available from sole U. distributors, 
Sandvik Saw & Tool Corp., 47 Warren 
Street, New York, N. Y. 


**Koolshade” Sun Screen 


Is a fine metal fabric that is said to 
stop solar heat rays before they strike 
the window, reducing the solar load as 
much as 80 per cent to 85 per cent and 
at the same time permitting clear vision 


at all times. Maker states room stays 
many degrees cooler on hottest days 
with often a difference of 10, 15 degs. 
or more. Fabric is of finest grade 
bronze, long-lived, and fire-safe. Fram- 
ing and installation is same as for ordi- 
nary fly screens. Ingersoll Steel & Disc 
Co., Koolshade Div., 310 S. Michigan 
Ave., Chicago, Ill. 


and bolts are not necessary but are 
recommended for permanent applica- 
tion. Brackets are of heavy gage steel, 
zinc-plated to prevent rusting. The 
Bassick Co., Bridgeport, Conn. 
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Beal On Glass Substitutes 


Thé Flex-O Glass Mfg. Co., 1104-6-8 
N. Cicero Ave., Chicago, now offers a 
full line of glass substitutes for the 





1940 season put up in an attractive dis- 
pensing display, occupying only three 
square feet of counter space. In addi- 
tion to “Flex-O Glass,” this dispenser 
contains a smaller quantity of “Glass-O- 
Net,” the mesh-base transparent substi- 
tute and “Wyr-O-Glass,” the new wire 
base glass substitute. Both are said to 
be absolutely transparent with high 
ultra-violet ray transmission properties. 
Four different kinds of glass substitutes, 
comprising a complete line, are put up 
in the one dispenser and sold to the 
dealer in a special combination deal for 
$21.50, the dispenser being free. Full 
retail price is $32.50. Dispenser is re- 
fillable from wholesalers’ stocks. ~ 


“Hotpoint” Range 

The new “Classic” model 1940 “Hot- 
point” electric range is designed for the 
modern, all-electric “ensemble” kitchen, 
replaces the “Diana” model. Similar to 
the Diana in appearance, but has three 
spacious utility drawers in place of only 
one in its predecessor. Has one-piece 
Monotop cooking top, is all-white, fin- 
ished in porcelain-enamel, with graceful 
switch buttons and door handles of 
molded “Plaskon,” trimmed with a fine 
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black _ line. The  backsplasher is 
trimmed in chromium. New 1940 Hi- 
Speed, Select-A-Heat (5-heat) Calrod 
units and a six-quart thrift cooker com- 
prise the surface cooking equipment of 
the “Hotpoint” Classic. The oversized, 
all-purpose oven has two heating units, 
automatic temperature control, and 
“broiler measure” guide for placing 
broiler pan and rack at correct height 
for desired results. New Venetia-Lite 
cooking top lamp and two white condi- 
ment jars are standard equipment. Be- 
neath the cooking top is a porcelain- 
enameled drip tray showing a_ con- 
densed time and temperature chart for 
oven cooking. The oven pilot light, 
built into the switch panel, glows when 
the desired oven temperature is reached. 
Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Garden Atomizer 


“Dew Spray”’—for tender plants and 
blooms. It is an all brass hand spray 
with *4 in. coupling. Fitted with fine 
screen face. Equipped with removable 
screen in coupling to facilitate cleans- 





ing. List price, $1.00 each. The Ross 
Sprinkler Co., 34 Roberts St., Pasadena, 
Calif. 


Race About Wagons 


Have generous-sized, safety bolted, 
interlocking wood bodies, smooth finish 

no sheet metal; exclusive patented 
“joy stick” airplane safety steering han- 
dle, resting at proper angle; “floating” 
front end suspension and steering gear 
for “touch turning”; sturdy enameled 
reinforced steel chassis to withstand 
rough usage; cold drawn steel axles. 





Maker states “self-balancing” construc- 
tion makes tipping almost impossible. 
Wagons are finished in bright colors 
with trim and striping of contrasting 
colors. O. E. Thompson & Sons, Ypsi- 
lanti, Mich. 


New Enamel 


A new enamel containing wax and 
said to dry with a satiny, rich finish, is 
being introduced in test markets this 
spring by S. C. Johnson & Son, Inc., 
Racine, Wis. Called “Wax-O-Namel,” it 
is offered in 19 colors. Dealers in test 
territories are being supplied with tie-up 
materials, including posters, counter 
cards, color-chip folders, handbills, and 
a “Wax-O-Namel’d” bathstool. 








BIKE LOCK 


Profit by preventing bike losses in your 
community. Sell Master protection to every 
bike owner . . . offer the wide range of se- 
curity provided by Master’s complete line 
of bicycle locks (3 of which are illustrated.) 
All popular-priced . . . all extra values. 


25c Retail No. 5517 5-5/8" self-locking, 
extra-wide shackle. Multi-spring security. 


35c Retail No. 4717 5-1/2" self-locking, 
manganese-steel shackle. Double steel case. 


50c Retail No. 517 

7” adjustable, remov- 

able shackle. Laminat- 
ed steel case. 



































Masters are 
Money makers 
1. Masters sell faster. 2. You get more padlock 
for less money. 3. Master policies protect home- 


owned stores. 4.4 One-day service on 
special orders, rushed direct to you. 


snr, 
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Worlds wo eading Padla« 42 Manufa Llurer 


MILWAUKEE, WIS., U.S.A. 
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AREY Products. . 
67 years of manufacturing experience . . 
their high quality and dependability. Their ready acceptance assures 
quick sales and extra profits for YOU. Order from nearest CAREY 
Branch or write Dept. 66. 


ASBESTOS 


Plain and Cor- 
rugated 
— weights and 
thicknesses for 
every requirement. 


Stainless Steel Dutch Oven 


This No. 1585 Revere Copper Clad 
stainless steel, 54% qt. Dutch Oven re- 
tails for approximately $8.00. Maker 





states in this utensil one can _ roast 
meats or fowl on top of the stove to 
oven browness with almost no shrink 
age. Cooking retains vitamins and 
minerals of food. Dutch Oven is 10 in. 
in diameter, 7% in. high and has black. 
Bakelite trimmings. Revere Copper and 
Brass, Inc., Rome, New York. 


Screw Driver Display 


Display unit No. 1272A contains 12 
No. 1272 screw drivers, four each of the 
t-in., 5-in. and 6-in. sizes. The drivers 
are of “two-piece” construction with 
the steel head firmly fastened to the 
steel blade. The bar is prevented from 
twisting by strong wings on the bar 
which lock the blade in the hardwood 


handle. Handles have a natural color 
and have machine cut flutes for a good 
grip. The display unit is furnished 
with a red and black selling card which 
gives the selling features of the driv- 
ers. Space for prices is provided. Re- 
tail price $3.00. In addition to the 4- 
in., 5-in. and 6-in. sizes furnished in the 





assortment, the No. 1272 driver is made 
in 3-in. and 8-in. sizes. Stanley Tools, 
New Britain, Conn. 


Arms Catalog 


The Stoeger Arms Corp., 507 Fifth 
Ave., New York City, has issued a 24- 
page illustrated catalog showing gun- 
smith specialty tools and accessories; 
remodelings of military and sporting 
rifles; actions and barrels; replacements 
for rifles or shotguns; complete line of 
standard targets, and blueing equip- 
ment. 


(iy 


ASBESTOS PRODUCTS 








ASBESTOS 
,  MILLBOARD 


Uniform standard 
sheets, 42” x 48”. 
Two grades—me- 
| dium and 
! 2 extra hard. 


PAPER 


THE PHILIP CAREY COMPANY 


SRANCHES IN PR 


nationally known and advertised ... backed by 


ASBESTOS ROPE 
AND WICK 
PACKING 


are preferred because of 








Wick Packing — 


'%4- and 1-lb. balls. Packed in 50-lb. cases. 
Rope Packing — 25- and 
50-lb. reels. 


FURNACE CEMENT 


No. 20 Furnace Cement is 
a wet plastic, refractory ce- 
ment ready for use. Fur- 
nished in 1-5-10-50-100-Ib. 
cans. 
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INCIPAL CITIES 








Garden Spray Kit 

For the amateur gardener. Kit and 
materials are contained in a compact 
metal box that may be locked when not 








in use. Maker states it includes every- 
thing necessary to control any insect or 
disease that may invade either a flower 
or vegetable garden, together with a 
chart giving directions for use with vari- 
ous plants and specific insects or dis- 
eases. Kit holds supplies of lead arse- 
nate, nicotine sulphate, dusting sulphur, 
and rotenone dust together with a spray 
gun and dusting gun. Metal box is fin- 
ished in green, is 11 in. long and has 
carrying handle. Retails for approxi- 
mately $2.25 to $2.69. Jean Maclean 
Vitamins, 707 Locust St., Des Moines, 
Iowa. 


“Cory” Rod Display 

The Cory glass filter rods counter dis- 
play standing only 14 inches high, 
serves as an eye-catching poster of blue 
and orange on silver foil. An actual 
glass filter rod is shown, fitting into 
a full size picture of a glass coffee 
maker. This practical display is offered 
free with orders of 12 or 24 of the 
filter rods. The pocket of the display 
holds three of the orange and blue glass 
filter rod cartons, and the balance are 
concealed behind the card. The price 
of 50 cents is prominently displayed, 
and the story of how the rod works 
and full instructions are printed on 
each carton which the shopper can 
pick up from the display and inspect. 
“Cory” rod fits nearly all models of 





glass coffee makers and has _ been 
found especially suitable for brewing 
coffee or tea to be served iced. Glass 
Coffee Brewer Corp., 325 N. Wells St., 
Chicago, Til. 
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Life-Time Warranty For 
Dexter Locks—Latches 


Effective with July shipments, Na- 
tional Brass Co., Grand Rapids, Mich., 
inaugurates a  Life-Time Warranty 


Policy applying to Dexter-Tubular locks 


and latches. A Warranty will be mount- 


ed upon the face of every’ Dexter-Tubu- 
lar box. This certificate unconditionally 
guarantees satisfactory service of each 
lock and latch for the 


Dexter-Tubular 


Pesndiie Electric Sinton 


The Syracuse Guild Tool Co., Syra- 
cuse, N. Y., announces the portable elec- 
tric sander using the standard 3 in. by 








24 in. abrasive belts. With a belt speed 
of 1350 ft. per minute, this tool speeds 
up sanding and surfacing operations on 
wood, metal, marble, slate, plastics, and 
other composition materials. Equipped 
with a 4%4-hp. Universal motor, it oper- 
ates on any 110 volt AC or DC line, or 
can be supplied for other voltage re- 
quirements. 


Electric Hand Saw 


An improved new model has been 
added to the Skilsaw portable electric 
saw line and incorporates many new 
features. The new Model “127,” which 
has a 12 in. blade and cuts to a depth 
of 43% in., is said to be ideal for mine 














Cl 
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entire life of the building in which it is 
installed. Should failure occur for any 
reason whatsoever, except abuse, it will 
be repaired or replaced without charge. 
The manufacturer recommends that the 
“drill-hole” installation be made with 
the Dexter bit-guide which eliminates 
measuring and squaring and assures ac- 
curacy of boring. All stock now on 
dealer’s shelves is automatically covered 
by this Waranty Policy. Dealers desir- 
ing certificates for their stock may pro- 
cure them by writing the manufacturer. 





construction work and all timber cut- 
ting on docks and dam super-structures. 
Also practical for cutting many types 
of building tile and for continuous 
cutting of copper sheets up to % in. 
thick, lead sheets up to 2 in. thick and 
many types of heavy gage corrugated 
metals. It will rip and cross-cut tim- 
bers up to 4 in. full, and bevel-cut 
lumber 3 5/16 in. thick at 45°. The 
blade has a free speed of 2400 R.P.M. 
and is protected by an automatic spring- 
operated telescoping guard that ro- 
tates on ball bearings. Model 127 is 
22 in. long and sells for $195.00. Skil- 
saw, Inc., 5033 Elston Ave., Chicago, 
Il. 


Desk Thermometer 


“Easy-To-See” thermometers are now 
made in a new desk or table model to 
retail for $1.95. Embodying the same 





“Easy-To-See” 
ments 


these instru- 
in several color 
blends with cast base in_ bronze, 
chrome, red, green, blue, or _ black. 
Precision Products Co., Waltham, Mass. 


principle, 
are available 
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| 
Awosr all your customers can 
| use Acme Tack-Point Corrugated Fasteners— 
but often they need a reminder. This attrac- 
tive display carton of Acme Fasteners will 
act as a check for their woodworking needs 
Acme Corrugated Fasteners can be used for 
making screens, cabinets, other wooden arti- 
cles, and for repairing furniture. Give this 
| handy item a chance to work for you—you'll 
find it a profitable source of extra sales. 
Stronger joints on all kinds of wooden 
products are made easier, faster, with Acme 
| Tack-Point C orrugated Fasteners. Long bev- 
| eled points, sharp cutting edges penetrate but 
do not crush the wood fibers. The two pieces 
of wood are drawn closer together by the 
| divergent feature. 


| ACME TACK-POINT CORRUGATED 
| FASTENERS 
PACKAGED IN 3 POPULAR SIZES 





one size—% x 4, 4 x 5, % x 5—I12 boxes 
to a display carton. For larger demands, 
Acme Corrugated Fasteners are available in: 
standard cartons of 250, 500 and 1000 fasten- 
ers; 100 to a box, 10 boxes to a carton; and 
in 100-Ib. kegs. 

A sample package will help you determine 
their sales possibilities for you. Send for one. 


IF YOUR JOBBER CAN’T SUPPLY 
YOU, WRITE US, DIRECT. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 
FOR FREE SAMPLE BOX 


| 
| In each package there are 50 fasteners of 
} 
} 
} 
| 








Acme Steel Company, 
2838 Archer Ave., 
Chicago, Ill. 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners. 


Address 


| RS. ci 55: Sip'n: Wate Aare abd dee State 














TIME spent in resharpening or 
replacing the reamer cuts the 
savings made possible by new 
machines. For clean, accurate 
holes, for longer time between 
resharpenings, for the ability to 
keep pace with today’s machine 
tools, specify Morse Reamers. 


MO E 


Twist DRILL AND 
MACHINE COMPANY 


NEW BEDFORD, MASS. U.S. A. 


NEW YORK STORE: 130 LAFAYETTE STREET 
CHICAGO STORE: 570 WEST RANDOLPH STREET 
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Electric Space Heater 

This unit operates on convection prin- 
ciple and is said to heat all the air in 
the room. Has no moving parts, noth- 





ing to wear out and maker states it 
reaches maximum operating capacity 
within five minutes, no loss through con- 
version. Patented “Fintube” contains 
hermetically sealed heating element and 
inclosed coil eliminates fire risk. “A” 
models are portable, and may be used 
wherever there is an electrical outlet. 
Jewel pilot indicator glows red when 
unit is in operation. Suggested retail 
selling prices of cabinet styles range 
from $14.95 to $19.95. Noma Electric 
Corp., 55 W. 13th St.. New York City. 


Cleveland Chain Catalog 
Catalog No. 40—gives complete speci- 
fications on practically every type of 
welded and weldless chain used in com- 
merce and industry. Presents up-to-date 
data based on the company’s findings. 
In addition there are pages on the care 
and maintenance of welded chains, 


Tractor-Driven Sprayer 


No. 3170—designed for either row or 
field crops or for use in orchards, vine- 
yards or elsewhere. It is complete 
equipped with boom and all accessories 


‘ 


definitions and cautions governing the 
purchase and use of welded chains, and 
classifications of the various grades of 
welded chain and their recommended 
uses. The Cleveland Chain & Mfg. Co., 
Cleveland, Ohio. 


Improved Pitcher Spout 
Pump 


The handle has been moved around 
to the right and the base and body have 
been strengthened. Other features in- 
clude clips to prevent bolts from 
dropping through the base, and the 
split rivets have been replaced with 
bolts in the fulcrum so that it is now 
possible to unscrew the plunger stem 
from the connector at the top of the 





handle and drop the whole plunger as- 
sembly through the pump for each 
changing of leather. Red Jacket Mfg. 
Co., Davenport, Iowa. 


for a six-row coverage. Boom may be 
quickly removed for replacement with 
hose and guns for orchard tree service. 
Regularly furnished with steel or rub- 
ber-tired wheels. The F. E. Myers & 
Bro. Co., Ashland, Ohio. 


LEVER TO 
RAISE AND 
LOWER THE 


BOOM AND 
NOZZLES 





SELF OILING 
PumP 
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Auto Wash Sprayer And 
“Cleanswell” Cartridges 
Sprayer attaches to garden hose in 
place of regular nozzle. With a “Cleans- 
well” cartridge in the transparent 
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AUTO WASH 
SP RAYE PB, 


CLEANSWELL 
CAATRIDGES 


chamber, it provides an efficient, grease- 
dissolving, grit-removing solution which 
is forced out of the nozzle in a fine 
spray. Maker states as spray strikes 
car surface its emulsifying action begins 
to loosen and wash away the dirt, 
grease, and grime, a process which may 
be hastened by gently following the 
spray with a soft cloth or sponge. A 
rinse with clear water completes the 
job. Also has other uses. Garden Hose 
Spray Co., 89 Broadway, Cambridge, 
Mass. 


Soft Point Bullet 


A new and improved soft point bullet, 
designed for center fire sporting rifle 
cartridges and _ featuring controlled 
mushrooming, has been announced by 
the Remington Arms Co., Inc., Bridge- 
port, Conn. Known as the “Core-Lokt” 
soft point, it has special notchings on 
the jacket to provide directional spread- 
ing lines for uniform expansion. Jacket 
is heavier at base to prevent bullet dis- 


Coupling Display Unit 

The silent salesman display units for 
“Magic-Ring” couplings consist of a 
7-in. circle panel masonite board, enam- 
eled and lettered and with standard 
flange faucet attached, complete with 
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integration and to lock the lead core. 
Bullet mushrooms to approximately 
twice the original caliber at hunting 
ranges with ballistics standard for 
specified bullet weight. This bullet is 
now available in 14 sizes: .25 Reming- 
ton; .25/35 (two bullet weights) ; 
30 Remington; .30/40 (two bullet 
weights) ; .30/60 (two bullet weights) ; 
300 Savage; .303 Savage; .32 Special; 
.32 Remington; .35 Remington. 


Oil Cloth Wall Display Rack 


Rack is of all-steel, rigid construc- 
tion. It holds six full 12-yard rolls of 
any width. Shelf patterns may also be 
displayed by placing a thin stick across 
the bottom of one set of braces. A 
weight bar, orange in color, is furnished 
so that after measuring the length de- 
sired from any roll in any position on 





the rack, it will hold the material firm 
while a knife is drawn against the face 
of the rack. Rack measures 56% in. 
by 38% in. and stands out from the 
wall 4% in. Offered free to retailers 
with order of 10 or more rolls of first 
quality Columbus Blenback oil cloth 
(only one rack free to any retail store). 
Duplicate racks may be had for $3.00 
per rack. Rack shipped with transpor- 
tation charges prepaid. Columbus 
Coated Fabrics Corp., Columbus, Ohio. 


Catalog Selling Aid 

New oil heater catalog of The Cole- 
man Lamp and Stove Co., Wichita, 
Kan., outlines, in the front portion of 
the booklet, a complete sales presenta- 
tion for dealer use. The balance of the 
catalog illustrates and describes various 
models. 


“Magic-Ring” coupling and short hose 
section for demonstration purposes. It 
can be placed or fastened to counter 
or other spot in store. Unit is 75 cents 
each with coupling orders. Nu-Way 
Coupling Co., 119 S. Alvarado St., Los 
Angeles, Calif. 
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Fy TO HELP 
YOU SELL ELECTRICAL 
CORDS AND SWITCHES 


1. G-E CORD RACK fe 


This brand new business- 
building G-E Cord Rack 
will help you to sell more 
flexible electrical cords 
than you’ve ever sold be- 
fore. It will put cords on 
your counter where they’Il 
attract attention. It will 
stimulate sales. The rack holds 10 spools 
of high quality G-E Flexible Cords. The 
G-E Merchandise Distributor nearest you 
will tell you how to obtain this cord rack 
and will help you select the cords best 
suited for your trade. 


2. G-E SWITCH 
qh PACKAGE 


This sales-provoking 


=i = Jo switch package, GE- 
= Ff, 3316, will help you 

t]] to demonstrate and 

bef sell modern electrical 


switches. It contains 
50 G-E Standard 
Switches, GE2841, 15°Sphinx Mercury 
Switches, GE3008, and an action display 
—all for the price of the devices. Sales 
promotion material is available. The 
Sphinx is silent and durable. The Stand- 
ard Switch is completely insulated with 
Textolite. 








For complete details about either of these merchan- 
dising helps call the nearest G-E Merchandise Dis- 
tributor or send the coupon below. 


General Electric Company, Section D-0456 
Appliance and Merchandise Department 
Bridgeport, Connecticut 


Sirs: Please send me complete infor- 





mation on 
( ) G-E Cord Rack ( ) G-E Switch Package 
City... State 
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MACKLANBURG 
UNCAN 
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Youre In 


Wear and tear on school build- 
ings and equipment calls for over- 
hauling and repairs during the va- 
cation months. You can step into 
a lot of profitable business with 
Macklanburg-Duncan Quality Pro- 
ducts on the private and public 
school buildings in your commun- 
ity. Let’s go with: 


The old, reliable pat- 

umelab ented Numetal Weather 
MTT) Strip — the most pop- 
ular, practical and efficient type of perma- 


nent strip. ‘“‘Cut to dimension” at no extra 
cost for special jobs. 


Mu-WAY 


Felt and bronze weather strip; screen door 
grilles, push bars and plates; and special 
window and door equipment. 


Cast or stamped num- 
bers and letters for every Nw ArT 
interior and exterior use. 
Also DeLuxe cast signs in more than 400 


titles which are universally used in schools. 


Calking and glaz- 

Wa CALK ing compound. The 
standard of quality; 

meets every government test. Furnished in 
“Speed Loads” for calking guns that save 


40%, labor on any Job. 


4 The ORIGINAL. 
ependable plastic Nu Gl 
compound for glaz- MA aze 
ing wood sash and all general patching pur- 
poses. Applied like putty, but clean to han- 
die. Does not dry out, crack or peel. 


Spring bronze coil 

On-GARD weather strip that 

mechanics can apply 

in half the time as ordinary coil — due to 

exclusive patented features. 100 or 200 ft. 
rolls packed in exclusive patented carton. 


MACKLANBURG-DUNCAN CO. 
OKLAHOMA CITY, OKLA. 


Ce 
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Milcor Portable Bake Oven 


The outstanding construction feature 
of the new Milcor portable bake oven 
is that it is built to hold the heat in- 





side. Top and sides are made of a 
single seamless sheet to eliminate heat 
leakage at the joints; the oven door 
fits closely into a recessed casing and 
prevents the heat from escaping around 
the edges; double horizontal windows 
allow a full view of baking operations 
without any need to open the door. 
Oven can be opened with one hand. 
Made in four models—a_two-burner 
model, six-loaf capacity, fully lined and 
insulated, with temperature indicator 
set into the door; a two-burner model 
of the same size, unlined, without heat 
indicator; a single burner, four-loaf 


““Easy” Promotion Kit 

Some of the materials included are: 
complete plan book which shows how 
to organize and conduct the drive; 
newspaper advertisements; invitations 
for dealers to send to prospects; win- 
dow displays; full line folders; demon- 
stration manual that shows how to dem- 
onstrate the features of the washer: 
check-chart on which the prospect can 
calculate quickly the total savings in 
her own home; complete literature on 
the new “Easy” portable ironer. Three 
outstanding premiums are offered as 
free give aways to draw prospects into 


capacity, lined and insulated with heat 
indicator; and a single burner, un- 
lined, without heat indicator. Milcor 
Steel Co., Milwaukee, Wis. 


Schick Accessory Display 


This dealer-help display features a 
genuine leather lubrication kit selling 
for 50c., four Schick “Whisk-its,” the 
popular catch-all whisker clippings, six 
rubber guards for the protection of the 








shearing head at 10 cents each and six 
cleaning brushes retailing at five cents. 
Schick Dry Shaver, Inc., Stamford, 
Conn. 


the store. One is a booklet on how to 
save money on spring cleaning. An- 
other is a “blanket timer” which shows 
the person washing wool blankets ex- 
actly when to remove the blankets from 
the washer. <A third is the “Easy” 
Wash-Guide thermometer which shows 
the correct temperature for washing 
various fabrics. The above package of 
materials is given to dealers in addition 
to the regular dealer sales helps, which 
are also keyed into this promotion. The 
complete package is contained in one 
large envelope appropriately decorated 
with spring signs. Easy Washing Ma- 
chin Corp., Syracuse, N. Y. 
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Shear Display Card 


This display card in maroon, light 
green and white, makes an attractive 
background for displaying the colorful 





tip handle shears, which retail for 25 
cents each. Shears are of selected cut- 
lery material with carbonized cutting 
edges of even hardness. Each shear is 
carefully ground, polished and_ blades 
nickel plated; durable enamel handles. 
Assortment No. 4500 consists of six 
pairs each 7-in. and 8-in. colored tip 
enamel handle oval pattern household 
shears with brightly _ nickel - plated 
blades. The Acme Shear Co., Bridge- 
port, Conn. 


Tool Assortments 


These assortments of “Super Chrome” 
tools are displayed on attractive silent 
salesman display boards. Assortments 
include popular sizes. Sockets are all 
chrome alloy and are made with new 
thin walls. Each tool is numbered for 
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easy stock-keeping. Tools are for auto- 
motive, tractor, truck, and airplane 
work. The New Britain Machine Co., 
New Britain, Conn. 


“In-The-Bag Sanitainer” 


This garbage disposal is moisture- 
proof, odor-proof, according to the 
manufacturer. Opens by touch of toe. 


Bag is replaceable and supported by 





Duco-finished holder. Bag is easily dis- 
posed of when full. Edwards Mfg. Co., 
2330 N. Dort Highway, Flint, Mich. 


“Zoom” Vitamin B;, 
Packed in two-ounce bottle with 


dropper-top to retail for $1.00. Sufh- 
cient to vitaminize 250 gallons of water. 





Eight drops to each gallon of water is 
recommended mixture. Plants should 
be watered twice each week. Nutrition 
Research Laboratories, Inc., 332 S. 
Michigan Ave., Chicago. 


LePage Products Catalog 


The Russia Cement Co., Gloucester, 
Mass., has issued a new catalog showing 
the complete line of Le Page’s products. 
The catalog size has been changed to 
8% by 11 in. Catalog shows mucilage, 
pastes, adhesive specialties, and signet 
inks, 








SEND US YOUR 
FENCE AND METAL 


SPECIALTIES 
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Are you well informed when your customers 
inquire about fence and metal specialties, or 
do you pass up the inquiry? Many dealers 
have equipped themselves with Stewart liter- 
ature to serve their customers better and at 
the same time earn a neat profit by knowing 
where and how to purchase these specialties. 
Let us tell you more about this plan. You 
make no investment, nor are you required to 
stock any merchandise. 








g 
Stewart Chain Link Wire Fence and Entrance 
Gates for residential or industrial property are 
manufactured in many types and heights, from 
low lawn fence to the high fence with barbed wire 
overhang arrangement. 
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Stewart Ornamental Iron Fence and Entrance 
Gates are available in a wide variety of designs 
and types to meet all requirements, from the 
modest cottage to the largest estate. 


Stewart Iron and 
Wire Specialties cov- 
er a wide range. 
There are Wire and 
Iron Window Guards, 
Wire Partitions, Slid- 
ing and Folding 
Gates, Settees, Steel 
Folding Chairs, Orna- 
mental Iron Bracket 
and Pier Lanterns, 
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Bronze Plaques, j a 
Interior and Ex- a . 
terior Railings, In- i IIT 
terior Gates and = /* +9 Cun 
Grilles, Tree | > ie Cs 
Guards, Flag {| one, 
Poles, and scores \|~_* (gaara 

of other products. Me lla 2 To § 








Investigate today. Send for literature and 
complete details. Others have increased their 
earnings—so can you. The Stewart Plan 
costs you nothing. All you invest is your 
time. Your inquiry places you under no 
obligation. When writing please mention 
products in which you are interested. 


THE STEWART IRON WORKS CO., INC. 
737 Stewart Block, Cincinnati, Ohio 




















Approved by 
Underwriters 
Laboratories 
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—high-line models 
—making your selling 
easier, trouble-free 


You can build a highly profitable business 
in this rapidly-growing field — helping 
your farmer customers save real money— 
with perfect confidence and peace-of- 
mind on both sides. 

For the famous Prime Electric Fence 
Controllers for high-line operation, long 
recognized as safe and effective, have 
been awarded the Seal of Approval for 
safety by the nation’s final authority on 
electrical equipment—Underwriters’ Lab- 
oratories, Inc. 

Three years of experimental work, at a 
cost of thousands of dollars, and months 
of punishing tests, preceded the awarding 
of this coveted seal. 

The Prime high-line controller is rec- 
ognized as a piece of high-grade equip- 
ment that you can sell with pride, as 
leading dealers all over the country are 
doing. 

A complete line of Prime battery con- 
trollers also available—in a wide price 
range. 

Ask your jobber now. Or write today 
for the colorful catalog and money-mak- 
ing dealer proposition. 


The Prime Manufacturing Co. 
1669 S. First St. Milwaukee, Wis. 
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“Princess Fold-A-Way” 
Step Stool 


Brace bar at each side forms a solid 
lock for safety when step stool is in 
use. This lock easily releases to allow 


PRINCESS 


FOLD-A-WAY 














the stool to close up and fold away 
in the least possible space. Has metal 
tube legs, silvered; rounded top and 
“non-slip” legs, with rubber tips on all 
legs. Tool is of practical stand-sit com- 
fort height. Furnished with enamel fin- 
ish. The Rich Ladder & Mfg. Co., Cin- 


cinnati, Ohio. 


Sentinel Radio 


Model 218-W, said to embody many 
big set features. Tunes standard broad- 
cast reception with an abundance of vol- 
ume, sensitivity and fidelity of tone. 
Built-in aerial eliminates need for out- 
side antenna. Tunes 540 to 1730 KC; 





All-Purpose Fence Tool 


Stretches or splices wire that is 
barbed, slick, soft or hard. Since tool 
has working action of 32 in., it is pos- 
sible to take considerable slack out of 
a running wire in one operation and 
to make a splice without moving the 


AC/DC superheterodyne circuit; con- 
nections for external antenna, automatic 
volume control; a 5-in. permanent 
magnet dynamic speaker. Available in 
walnut or ivory-onyx Bakelite cabinet, 
embossed gold, illuminated aeroplane 
dial; gold finished carrying handle. 
Sentinel Radio Corp., Evanston, IIl. 


Electric Clocks 


Model 3H85, ship’s clock, “Resolute,” 
to retail for $5.95. Offers correct deco- 
rative note for deep water sailor ashore. 
Polished and lacquered wheel spokes on 
case. Cream dial has blue-starred numer- 
als matching color of hand, and is 3% 
in. in diameter. Case is supported by 
easel foot rest. Movement contains 
standard self-starting Telechron motor 











with patented features to insure quiet, 
long life. Supplied with all-rubber cord. 
Height 6% in., width 74% in., depth 3 
in. Model No. 7H101, also retailing for 
$5.95, is a bell-type alarm clock in a 
molded case. Choice of three mottled 
colors, ivory, rose, and brown. Double 
bezel is of polished metal. Three-inch 
square dial has cream background and 
brown character. Same movement as in 
“Resolute” model. Height is 4 5/16 in., 
width, 4° in., and depth 2% in. Warren 
Telechron Co., Ashland, Mass. 


tools. Guaranteed to pull 1000 lb. Tools 
may also be used as a jack for lifting 
fence posts out of ground; as a clamp 
to draw tight the rims of a dual truck 
or tractor wheel; as a wheel puller by 
fastening it from hub to spoke; as a 
wood clamp, and other uses. Miller 
Ufg. Co., Omaha, Neb. 
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Super Crimp Shells 
In 12, 16, 20 Gages 


Scuff- proofed Winchester Ranger 
super-trap and super-skeet shells, com- 
bining the use of the new “Super-Seal” 
crimp and “Seal-Tite” wad are now 
available in standard loads for trap and 
skeet in 12, 16 and 20 gages, with 
choice of three powder brands. The 
“Super-Seal” crimp is the new folded 
type instead of rolled crimp and elimi- 
nates the usual top wad. This six-seg- 
ment crimp, of uniform pressure, is 





sealed with lacquer, improving the 
waterproofing and doing away with 
“muzzle confetti.” The crimp, together 
with the Seal-Tite wad and_ special- 
process protective scuff-proofing, is said 
to give clay target shooters a new higher 
standard of target shell performance, a 
new and uniformly dense, controlled 
shot pattern, held to extremely close 
limits, even at long range. Detail-giving 
folders for shooters’ information may be 
had on application to Winchester Re- 
peating Arms Co., Division of Western 
Cartridge Co., New Haven, Conn. 








Porcelain Enameled 
Hot Water Tanks 


These “Porcel-Clad” hot water tanks 
have a smooth, durable coating of por- 
celain enamel both inside and out, and 
a unique design which is said to enable 
the tanks to withstand the hydrostatic 
pressures specified in any present code 
requirements. Maker also states rust- 
and-leakage hazard has been diminished 
to the vanishing point. Standard color 
is cobalt blue, although other colors 
available on special order. Standard 











sizes range from 30 to 66 gallons, but 
manufacturer is equipped to make any 
size from 20 to 120 gallons on a produc- 
tion basis. Insides of tanks are smooth 
to eliminate lodging places for dirt and 
bacteria. Stand or cradle is supplied 
with each tank at no extra cost. Other 





design features include convex heads 
and bottoms and butt-welded seams. 
Porcelain Steels, Inc., Cedar & Ashland 
Rd., Cleveland, Ohio. 


to supply the need for an_ inter- 
mediate line of chrome plated ac- 
cessories that fills the gap between 
the inexpensive, light gauge metal 
and wire units, and the higher priced 
lines. 


The CASCADE line consists of 31 
units, including both recessed and 
projecting types. Recessed units are 
fabricated of Anaconda brass ... 
projecting accessories are of Zamac 
metal. All units finished in copper, 
heavily coated with chrome. Guar- 
anteed for indefinite wear .. . Solid 
. . . Substantial. 


For folder and complete details of 
"CASCADE" Accessories, write 
Dept. HA. 


MIAMI CABINET DIVISION 
The Philip Carey Company 


MIDDLETOWN, OHIO 


Prize-Winning Toy Package 

The Auburn Rubber Corp., Auburn, 
Ind., for its packaging of its line of 
rubber toys won the grand prize in the 
national packaging contest sponsored by 
Toys & Bicycles during the 1940 Toy 
Fair. Toys are packaged to make “help 
yourself sales.” Each package measures 
M4 in. deep by 3% in. high by 13% in. 
wide. All dealer does is slide slip-cover 
off and set the box on the counter. Each 
toy is featured, upright just as in use, 
so that customer can see and examine 


the toys. 








“ih io TTP 
( 5 oe CO 
of — tame Ne 
O) Za 





CASCADE... 


A New Line of 
Accessories by 
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Alabama Ass’n Approves 
Patman Chain Store Bill 





Left to right, front row: A. C. McGlaun, president; O. S. Perry, retiring 
president; R. B. Watson, vice-president. Rear row: J. H. Crowe, secetary- 


ONCLUDING its seventh an- 

nual convention, May 14-16, 
at the Hotel Tutwiler, Birmingham, 
Ala., the Retail Hardware Associa- 
tion of Alabama went on record as 
reaffirming its approval of the Pat- 
man Chain Store Bill, H.R.1, and 
also the Fair Trade Acts. Opposi- 
tion and endorsement were given 
laws patterned after the Wisconsin 
law against “trade diversion” or 
“employee discount” and plans were 
made to put this before the state 
legislature at the next regular-ses- 
sion. 

“Modernize and advertise” was 
the keynote of the convention, and 
every set speech and floor discus- 
sion demonstrated that the hardware 
men assembled from Alabama and 
West Florida were out to get a fair 
share of profits. 

President Perry called the con- 
vention to order at 1.30 P. M., Tues- 
day, May 14, following his luncheon 
for officers and visitors which was 
featured by an inspirational address 
by Dr. Ashley Chappell, Ensley min- 
ister. 

All sessions were held on the 
hotel’s Terrace Floor, where seating 
arrangement was flanked on either 
side by exhibits of dealers and man- 
ufacturers. Karl Landgrebe, vice- 
president of Tennessee Coal, Iron 
and Railroad Co., Birmingham, wel- 
comed the assembly to that city and 
was followed by Mr. Perry in the 
annual president’s address. L. F. 
Livingston, manager of the agricul- 
tural extension division of E. I. du 
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Pont de Nemours Co., spoke on 
“Chemical Research-Industry’s Most 
Valuable Asset,” pointing out the 
relations of agriculture and industry, 
and the possibilities of farm crops 
as raw material sources for Amer- 
ican factories. During his lecture, 
Mr. Livingston commented on 30 or 
more samples of products made 
from agricultural raw materials 
displayed at the convention, among 
them “Nylon” fabric, the new sub- 
stitute for silk, and cotton lisle 
thread hose as sheer and shiny as 
silk. 

J. H. Crowe, the organization’s 
secretary-treasurer, gave his report, 
and the day’s business session was 
concluded with a question box on 
trade relations, the Patman Chain 
Store Bill, and keeping of records 
and inventories in an iron safe as 
required by insurance policies. M. 
J. Brooks of Bessemer and Ira Ran- 
dall, secretary, Alabama Furniture 
Dealers Association, were in charge. 


Store Modernization 


The “modernize and advertise” 
theme got into full swing on Wed- 
nesday, when Charles Isaacs of the 
National Retail Hardware Associa- 
tion spoke on “Store Moderniza- 
tion.” “It is little good to modernize 
your store unless you modernize 
your methods of doing business,” 
Mr. Isaacs told the hardware men. 
“Copy the chain stores if you meet 
their competition,” he urged. “All 
you have to do is to get on the band 


treasurer; M. J. Brooks, vice-president. 


wagon to outdo the chains.” Funda- 
mentals of modernizing given were 
an attractive store front and sign, 
and good interior lighting and 
display for the store itself, and 
trained salesmanship for the per- 
sonnel. 

In conclusion he told them: 
“Take heed of the handwriting on 
the wall. The only choice we have 
is to modernize or drop out of the 
picture.” 

Other speakers on the Wednes- 
day program where Miss Susan 
Brandon, home economist of the 
Alabama Power Co., who gave a 
talk on “Consumer Education for 
Dealers and Home Makers,” using 
for demonstration purposes new 
appliances and_ gadgets holding 
particular interest for the house- 
wife; L. R. Stein, vice-president 
and general sales director, Belknap 
Hardware & Mfg. Co., Louisville, 
Ky., whose subject was “Opportun- 
ities Have Not Only Knocked But 
Walked In—Let’s Embrace Them”; 
and Richard H. Lyle, regional di- 
rector, Social Security Board, who 
explained records to be kept by 
the hardware interests. 

The Thursday morning program 
opened with a talk by George M. 
Gray, secretary, Ohio Mutual 
Hardware Insurance Co. Speaking 
from the subject, “Your Organiza- 
tion and What It Means To You,” 
he drew a parallel between the in- 
dividual hardware man trying to 
get something without benefit of or- 
ganization and an individual trying 
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MANY NEW MODELS 





price lined to the purse 





The big steel balls 
make them sturdier! 


level of all customers 















WRITE FOR FREE CATALOG 





Streamlined... Black Satin 
Finish...Red Stripes and Knob 


Smart in appearance ... smart in 
performance . . . this new Arcade 


EVERY Caaf Worker 
he S Nutcracker cracks all kinds of 


HOULD HAVE THIS TOOL 
EXTRA SMALL SOLDERING IRON — aaa 


malleable iron and steel 


——_ parts, wood knob on 
handle. 3 screw 

The smallest practical soldering iron ever designed — aa * saga A 

for work in close quarters. No. 400 is only 9 inches ee = “1 a hye 

overall, 8 oz. in weight, 60-watt element, 4” tip $1.00 retail. Paes 

with baffle plates to keep handle cool. 














Put it in your display of home craft tools and watch 
your customers pick it up—and buy it—on sight. 


EXTRA HOT SOLDERING IRON 


=< 


This No. 325—Special, 125-watt.iron with %” tip, is 
ideal for fast soldering work. Fully nickel plated, it 
has baffle plates to keep the handle cool. 

Both irons come with ‘Magic 
Cup” soldering stand—a twist 





A w gv: of the tip in the “Magic Cup” 
eee yuh & Sot and all oxide disappears. Ask 
vere we ee 0% your jobber for further infor- 

see? gow port ctne mation or write us direct. 
cw t. A S' 







ARCADE MFG. CO. 
1201 Shawnee St. 
FREEPORT, ILLINOIS 


ARCADE 


HARDWARE & TOOLS 


DRAKE ELECTRIC WORKS, INC. 





3656 LINCOLN AVE. CHICAGO, ILL. &f 




















TURNER, DAY & WOOLWORTH PROVEN UALUES 


For over 80 years world’s acknowledged 

leader in producing handles that are: 
Uniform in grade «+ Perfect in pattern + Accurately sized 
plus financial responsibility and five fully equipped factories to assure 
unfailing service. Insure your handle sales and profits 
by giving your customers known value — in, 
grade and quality. 


Trade-Marked and 
Grade- Marked For 
Your Protection 


TURNER, DAY & WOOLWORTH 
a: a) oe on ee Oe © a Oe LOUISVILLE, KY. 
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CATALOGS 


for Hardware Jobbers 
Depend upon "NORAMPRESS" 


to produce a catalog that will 


typify, from cover to cover, the 
quality and reputation of your 
house. Over thirty-five years’ ex- 
perience have shown us the way. 


Ask for specimen books 
and complete information 
regarding our methods. 


NORTH AMERICAN 


728 N. Seventh St. 
Milwaukee, Wis. Press 


Th 








The 
SENSATION 


of the Hardware Trade 
Everywhere! 










It’s 
the New 
MASTERS 


“HANDI-CART” 


“Successor to the Wheelbarrow” 


Here's a cart that will stand abuse. Sturdily built 
of sheet steel, with steel axle, dise wheels and 
rubber tires. Easily handles up to 300 Ibs. Saves 
shoveling, stooping and lifting Invaluable around 
home, garden, garage, yard. The public is clamor- 
ing for it Everyone instantly sees its usefulness 
and value. Dealers and jobbers are wiring in their 
orders Every sales nets a splendid profit Our 
national advertising in ‘Better Homes & Gardens,”’ 
“‘American Homes and other magazines means 


quick and many sales for you. If your jobber can- 
not supply, order direct from factory 


Nets fine profit retailing at 


s 73 ana$ 718 


2 cu. ft. 3 cu. ft. 
Live Dealers and Jobbers wanted everywhere. 
Write or wire today for complete description 
and trade discounts. Every Masters ‘‘Handi- 
Cart” is guaranteed. 


MASTERS PLANTER CO. 
4029 West Lake Street, Chicago, Ill. 
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to get something through Congress 
by his single efforts. 

In a talk, spiced with humor, 
G. W. Sulley, of Merchants Service 
Bureau, Dayton, Ohio, told the 
hardware merchants that when they 
learned the value of organization, 
cooperation and_ research, they 
would have nothing to fear from 
their competitors. Choosing for his 
subject “Stepping Up Profits in 
1940,” Mr. Sulley gave the cardinal 
points of successful salesmanship, 
and told the merchants it was up 
to them to see that their employees 
were given training courses, if they 
expected a good selling job from 
them. 

Concluding the session, the asso- 
ciation went on record as reaffirm- 
ing its approval of the Patman 
Chain Store bill, H.R.1, and also 
the Fair Trade Acts. Opposition was 
expressed to bills designed to re- 


peal the Tydings- Miller Act, and 
endorsement was given laws pat- 
terned after the Wisconsin law 
against “trade diversion” or “em- 
ployee discount.” Plans were made 
to put this before the State Legis- 
lature at the next regular session. 

A. C. McGlaun, Jaspery, was 
elected president; M. J. Brooks, 
Bessemer; R. B. Watson, Flomaton; 
S. B. Martin, Wetumpka, vice- 
presidents; J. H. Crowe, Birming- 
ham, secretary-treasurer. The fol- 
lowing were named on the board 
of directors: B. F. Osteen, Florence; 
O. G. Hulsey, Guntersville; Ira 
Houston, Ft. Payne; Woodrow 
Wren, Fairfield; Joe Sewell, Tusca- 
loosa; George King, Alexander 
City; F. T. Tuley, Prattville; L. D. 
Houseal, Gordo; J. R. Shreve, An- 
dalusia; P. H. Andrews, Jackson; 
A. E. Barlar, Eufaula; J. E. Wallis, 


Sylacauga. 


Babcock Keeps His Capital Turning 


(Continued from page 36) 


not been neglected. Fixtures are 
painted fallow and trimmed with 
buff, and much of the sidewall 
equipment has been made over and 
modernized. The investment in 
equipment was very moderate and 
Mr. Babcock very wisely followed 
the suggestions of his wholesaler 
in this respect. 

Another asset of the store is the 
public parking lot located at the 
rear. Customers will make use of 
this lot particularly in the summer 
and considerable traffic should 
flow through the back door of the 
store. The store, located on the 
main street about a half block 
from the center of the community, 
is ideally situated. ' 


Mr. Babcock is a young man, 
who has in the past worked for 
other people. The hardware busi- 
ness is new to him, but his previ- 
ous experience was in the retail 
credit bureau field and that train- 
ing should ~be of considerable 
value to him now. In starting in 
the hardware business, his first 
step was to become associated 
with a wholesale hardware house 
which could assist him in doing a 
merchandising job. He wanted a 
firm in a position to supply the 
right type of merchandise, and to 
help him determine retail prices 
which would produce a profitable 
margin but still carry out the im- 
pression of being competitive. 


Advertising Never Sleeps 


/E like to keep pounding away 
on the idea that advertising is 
not confined to the printed word. 

Advertising begins back in the 
shop and extends out into the office, 
and from there it projects itself into 
the daily correspondence. 

A good product or a good service 
is the root of all advertising. 

An attractive office, courteous 
salesmen; a telephone girl with a 
smile in her voice; letters well writ- 
ten and neatly typed—these are ad- 
vertisements just as surely as words 
painted on a billboard or printed in 
newspapers. 

Every transaction is an advertise- 
ment. A satisfied customer comes 
back for more, and we know of no 


cheaper way of getting business. 

Every purchase a business house 
makes can be turned into an adver- 
tisement. A reputation for fairness, 
honest dealing, and prompt payment 
of bills has carried many a business 
through a “killing frost.” It pays to 
cultivate the good-will of a creditor. 

Sometimes we hear it said that a 
certain prosperous and successful 
business does not advertise, but if we 
look closely we’ll find it is advertis- 
ing all the time in acts, if not in 
words. 

This is not an argument against 
printed advertising; it is just a sug- 
gestion that unless printed advertis- 
ing tells the truth it does more harm 
than good.—The Latch String. 
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NEW YORK 
HOUSEWARES 
SHOW— 
The Auditorium 
ATLANTIC CITY 
JULY 7 to I2 


wares Show. 








NEW YORK HOUSEWARES MFRS. 


HOUSEWARES 


The event of the year is calling you—the great New York House- 


AUDITORIUM at ATLANTIC CITY. N. J. 
Here in the 


to-date lines of 400 manufacturers—a mammoth display of all that is 


newest and most salable in modern housewares. 


BUYERS? 





The date July 7 to 12, inclusive. The place—the 


big, cool Auditorium you can inspect the varied, up- 


**Meet me at the Auditorium” 


ASSN., HOTEL PENNSYLVANIA, N.Y.C. 














Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 





Yang hasi ME 


CAN OPENER 
cule No. 160-B.C. Vaughan’s Improved CAN OPENER 


| COMBINATION ... BOTTLE OPENER... CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
| The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
| dozen to the box. A fine seller. Send for prices. 


Vaughan's 


SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY FG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 
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Bernard Tools give 


ITS TIMETO 
RESUME 
PROFITABLE SELLING 


PLIERS, NIPPERS, PUNCHES. Stead 


year ’round sellers. 


Get out of the ten cent class into the 
PROFIT CLASS with BERNARD 


IT’S TIME 


for the profit details. 


The Wm. Schollhorn Company 


Ask your jobber or ask us 
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For Profit Get This 


Allen Street, New Haven, Conn. 
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you a profit for your efforts and your 


customers the best there is. 


70% MARK-UP MARGIN 


TO RESUME PROFITABLE SELL- 


ING! 
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Florida Dealers Favor 
Anti-Chain Store Bill 





Left to right: William H. Howell, secretary; Charles A. Camp- 
bell, retiring secretary, and Al Rehbaum, newly elected president. 


UNITED expression 
against chain stores was the high- 
light of the convention of the Florida 
Retail Hardware Association in ses- 
sion May 21-22 at Tampa. After 
hearing a denunciation of chain 
stores by H. C. Tillman, a Tampa 
lawyer and former state senator from 
that city, and a formula that would 
enable independent dealers to com- 
bat methods by Fritz Friebel, Knight 
& Wall, Tampa, hardware men from 
all parts of the state gave unanimous 
endorsement to the following reso- 
lution: 

“Believing that chain stores have 
been a primary cause of unemploy- 
ment and that their continued 
growth will be detrimental to the 
best interests of our country, we the 
members of the Florida Retail Hard- 
ware Association assembled in con- 
vention in Tampa, May 21-22, hereby 
approve and endorse HR1, the Pat- 
man Chain Store Bill, and urge our 
members to contact their Congress- 
men and ask their support of this 
legislation.” 

Ex-Senator Tillman was the author 
of the Florida Recovery Bill, the 
chain store regulatory legislation 
which received national attention, 
and which was defeated in the Flor- 
ida legislature by one vote. 

“As a lawyer and a private citi- 
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zen, I will continue my fight against 
the chains,” Mr. Tillman told the 
delegates. “Their demoralizing com- 
petition is squeezing the indepen- 
dents out and it is vital that they be 
closely regulated. Americanism has 
been built around the independent 
merchant.” 


New Officers 


A change in the administration of 
the association was announced in the 
appointment of William’W. Howell 
of Waycross, Ga., as full time secre- 
tary of both the Florida and Georgia 
organizations. Mr. Howell, former 
owner of the Harley-Vann Hardware 
Company, Inc., of Waycross, will 
alternate his time between the two 
groups. His headquarters will be at 
Waycross. New officers elected were 
Al Rehbaum, Mt. Dora, president; 
Henry Whitesell, Clearwater, vice- 
president. 

As a positive program against the 
“monopolistic tactics and unfair 
competition” of the chain stores, Mr. 
Friebel, who represents Knight & 
Wall, Tampa, outlined his “ten sell- 
ing commandments.” They are: 

A good assortment of well ar- 
ranged stock; prices right and in 
plain view; quick, courteous, accu- 
rate service; truthfulness about mer- 


chandise; the same price to every- 
body; exchange and money back 
without question; an attractive, con- 
venient, well-lighted, comfortable 
store, and chairs for rest when select- 
ing goods that take a little time to 
choose; careful attention to children 
and servants, and accurate filling of 
telephone orders. 

“The human relations are still the 
most important factor in winning. 
pleasing and holding a store’s cus- 
tomers,” Mr. Friebel said. “By 
training salespeople in the art of 
pleasing customers, teaching them 
the facts about their merchandise 
and giving them some incentive to 
do their utmost to sell merchandise 
which will give satisfaction, custom- 
ers can be held.” 

State Representative H. Ernest 
Overstreet of Dade County (Miami), 
asked the cooperation of retailers 
in overhauling the Florida assess- 
ment law which he said placed an 
excessive burden on business. He 
also urged their support in demand- 
ing business methods in state gov- 
ernment and in repeal of the Florida 
gross receipts tax. 

Sherman K. Smith of Tampa, ad- 
vised the hardware men to “over- 
come the lethargy which is allowing 
other stores to sell those articles 
which ought to be bringing you a 
great deal of profit. “You must be 
professionally better if you want to 
outdo drug stores, five-and-ten cent 
stores and lumber companies in 
their program to sell articles which 
heretofore had been a part of the 
hardware field.” 

Other principal addresses were 
made by Hobart Thomas, National 
Retail Hardware Association, and 
Houston Burnett, sales manager, 
Belknap Hardware & Mfg. Co.. 
Louisville, Ky. 

Dealer discussion periods were led 
by C. X. Balfour, Al Rehbaum, B. C. 
Kickliter and W. P. Franklin. 
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cuts sizes up to 2x4. 


prices. 





Popular MITRE KIT 


with new angle index 


Note how you can adjust our new model No. 525 to any angle desired 
and securely lock it with handle that shows beneath the kit. 
The Baker McMillen MITRE KIT is a well made, 
precision unit that appeals to both the professional and home craftsman. 
Put a few on your counter. 


THE BAKER McMILLEN CO., 348 Miller Ave., Akron, Ohio 





NEW! anor” item 


For THE HOT MONTHS 


It's Windovent !—the modern, unbreak 
able window ventilator—Never Before 
a price like this! 
Think of it! Only 50¢, in most locali 
ties! 
Adjustable to fit all windows from 20” 
to 36” width. Windovent keeps out 
rain, eliminates drafts, etc., yet does 
not interfere with opening or closing 
window. Made of 30 gauge steel. Fin 
ished in ivory, green or white. 

50¢ price means tremendous sales 
Send Now for Sample—30¢ Postpaid 


PATENT NOVELTY COMPANY 


305 EIGHTH AVENUE FULTON, ILLINOIS 


















FILLED FOR 
900 SHOTS 


4% 30¢ 


















No other tool can take its place for drip- 
less, gumless lubrication. Just squeeze. 
Stops mechanical squeaks and grunts, 
fights friction with Dixon’s POW- 
DERED Microfyne lubricating Graph- 


mite. Indispensable in homes, shops, 


at >, 
7S: 
4, 


wee 


W offices, stores, for car, guns, 
locks and countless other uses. 


¥ Write Dept. CG 40. 
JOSEPH DIXON CRUCIBLE CO., JERSEY CITY, N. J. 
@—185 









No Increase for World’s Fair 


YES, SIR! Empire rates will begin as always at $2 single, 
$3 double ($2.50 for single with private bath, $8.50 double). 
This modern, 14story hotel is an IDEAL HEADQUAR- 
TERS FOR N.H.A. CONVENTION. 10 transit lines to 
all New York and direct subways to Fair. Food, valet and 
laundry prices are down to earth and service is unsurpassed. 


May we send you our FREE booklet J? 


wr EMPIRE 


BROADWAY AT 63D STREET—NEW YORK 
At the Cateway to Times Square Edw. B. Bell, Con. Mer. 
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e® STAR Hack Saw Blades ® e 


‘‘Moly’’ ——— Hand and Power 
CLEMSON BROS., INC.— MIDDLETOWN, NEW YORK 


| | Attractive in Profits 






It accurately 


They will sell on sight. Write for wholesale 








PACKAGED 


for CONVENIENCE N15 RSS we.15 
ie Phe r 
COUNTING 
Saves racine 
PRICING = 
1 an 
A Better Stock System for Ghisas ps 
Listed and Discount Items i habla 
Each F. V. P. (Full Value Package) of Best Quality 
W. W. Cotter Pins offers approximately equal nie: 
merchandise value and permits sale at a Made by 


They have rela- 
any 


uniform price per package. 
tively greater merchandise value than 
other package now offered. 


Western Wite 


St Lenny Products 9, 


Available in all listed sizes up to 5/16” ———— 


sl 
diameter and 24%” length under eye. - 





Order from your jobber or write us for further information. 


WESTERN WIRE PRODUCTS CO. St. Louis, Mo. 


110 AC LIGHT PLANTS 


DIESEL PLANTS 


Katolight Plants furnish same current as highline. Permits 
using standard AC appliances, AC radio, refrigerators, oil burn- 
> ers, etc. Power and lights for 
cottages, camps, trailers, farms, 
boats, etc. Ideal for stand-by 
service in case of power line 
failure. 
Dealers & Jobbers Write 
Sizes 350 to 10,000 watts. Can be 
furnished for operating on fuel 
oil, natural gas, butane, etc. 
6, 12 & 32-volt Battery Chargers, 
rotary converters, etc. Prices 
$50.00 and up. 


Kato Enaincerinc Company 


115 ELM STREET 
MANKATO, MINNESOTA 






















Little in Size—Big in Sales 


One square foot of display space and a modest sup- 
ply of Hoppe’s Gun Cleaning Products, plus a sug- 
gestion or two to your customers will pay you big 
dividends. 


Write us and let us tell 


Tf 


you how Hoppe’s Gun 
Cleaning Products 
will prove to be one 
of the best invest- 
ments you ever made. 


FRANK A. HOPPE, Inc. | 
2314A North 8th St. | 




































The 
WONDER 
TOOL 
that 
SELLS 
ITSELF 








Our national advertising sends you new 
buyers for Handee, who become _ year- 
around regulars for accessories, 
Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 
Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanics, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed 
Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 27 
most popular Accessories in metal carrying 
case) $25.00 
Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 

Write for Special Deals and Full Information 

on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, tl. 





A Big Seller by CProwy) 





TURBINE SPRINKLER 
at 50: 


A husky little red and green 
énameled sprinkler that'll drench 
the lawn in a 4 to 30-foot circle. 
Only three parts—can’t get out 
of order. Has big eye appeal! 
Order sample now! 





PeMaX TOK els 


4002 Highland Ave., Niagara Falls, N. Y. 
aie — EBACE 
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Demonstrations Bring Publicity and Sales 


(Continued from page 45) 


can be held in the spring or at 
other seasons of the year. Such 
demonstrations are exceptionally 
attractive to local people, particu- 
larly if state conservation officials 
attend. Well-known national fig- 
ures in the sporting field can often 
be secured from manufacturers of 
lines carried by the merchant. 

Meetings of this type should be 
held at night in order to secure 
maximum attendance. Hold them 
at the store if the group can be ac- 
commodated. If a _ very large 
crowd is expected, a local hall 
might better be used. 

The merchandise display is one 


of the important parts of a demon- 
stration of any type. People at- 
tending should be brought in con- 
tact with the new items and lines 
on display. It is during such times 
that the desire for this new mer- 
chandise must be kindled and stim- 
ulated. 

Always keep the evening dem- 
onstrations as short and as inter- 
esting as possible. Allow plenty of 
time for those attending to see 
merchandise on display and to 
really become enthusiastic about 
the new equipment. This helps 
make sales and makes meetings 
of this type worth while. 





NEW ORLEANS’ HISTORY IN LOCKS 





In the Cabildo in New Orleans, formerly the Spanish seat of 
government and now the Louisiana State Museum, there is a large 
collection of antique locks and bolts that were used in that city in 


the early French and Spanish days. 


That was a precarious period 


in New Orleans and the Creoles were forced to keep everything 


under lock and key. 


The items in the collection were garnered from many ancient 
homes and buildings in the celebrated old French Quarter of the 
city. There are ponderous old locks of the Tappant and Haggart, 
1840 patent, and also curiously wrought American Eagle locks of 
1860. In addition, the collection includes a number of four-tumbler 
locks of French manufacture of the 1820 period. One interesting 
lock, that was made in 1840 in New Haven, Conn., is a door lock 
cast from iron and ornamented with a hunter and dog. Other early 
American padlocks, ponderous affairs, have keys, which in some 


cases are 10 in. long. 
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prorit oP 
ror PAINE 
(“\~Y ANCHORS 


Ask your Jobber for PAINE O. B. 
Hangers and Button Head Toggle 
[——— Bolts TODAY and get your share of ~~~ 


this business. 
PAINE OUTLET BOX 





































"THAT HARDWARE STORE ON THE 
CORNER HAS SOME NICE WASHING 
MACHINES AND RANGES/"” 














Laboratories, U.S.A., and Hydro-Electrie Power Com- 
mission, Canada. 

= PAINE BUTTON HEAD 

AS MUSHROOM TOGGLE BOLT 


"1 SAID.. STOP AT THAT HARDWARE 
STORE AROUND THE BEND..1GOTTA 
PICK UP A NEW AXE /” 











"WE HAD To STOCK (T WITH ARTIFICIAL 
FOOD FOR DISPLAY. FILBERT ALWAYS 
HAD HIS LUNCH 'ON THE HOUSE ‘/” 














The Geo. B. Carpenter Co.—Its First 100 Years 


(Continued from page 101) 


flags, banners, and other camp and 
naval articles for the armies of the 
West, and the inland navy.” 

In the years following the Civil 
War, Geo. B. Carpenter & Co. sup- 
plied a vast amount of equipment 
required in Chicago’s rapid indus- 
trial development; in its reconstruc- 
tion after the Great Fire, and in the 
growing enterprises located along 
the railroads radiating in all direc- 
The firm also 
supplied merchandise to the World’s 
Columbian Exposition; to the Klon- 
dike gold rushers; to the army in 
the Spanish-American War; again to 
the army and navy in the World 
War. and to Chicago’s “Century of 
Progress Exposition” in 1933 and 
1934. 

The present management, which 
assumed control of the business in 
1936, includes the following officers: 


tions from the city. 


Lundberg, engaged in business in 
Chicago for more than 40 years as a 
manufacturer of hardware products 
sold largely to canvas goods manu- 
facturers. 

Present Carpenter employees av- 
erage 141% years in the continuous 
service of the company. 


Business Also Comes In 


Through the Back Door 


(Continued from page 40) 


changes in its layout and size. The 
present store measures about 40 
by 125 ft., part of the rear of the 
store being occupied by offices 
and storage space. To emphasize 
the fact that the store caters to 


Toggle 


Straps. 








Will hold up to 200 Ibs. 


An ideal anchor for the smaller Fiuo- 
rescent Fixture installations in hol- 
low ceilings—Adaptable for tubing 
or chain type. 
automatically, providing secure an- 
chorage. 


Ask your Jobber TODAY or write for 
catalog featuring complete 
Lead Anchors, 


Bolts, 


Switch Boxes, 


The 


tile, 
plaster 


locks 


Spring spreads wings E 


line of 
Malleable Shields, 
Pipe Strap, Drills, 
Pipe Hooks and 


AND FIXTURE HANGER 
most efficient 
anchor for large Fluo- 
rescent Fixture 
lations with chain or 
tubing suspension from 
metal, 
ceilings. 
through center of nipple 
wings 
Approved by Underwriters’ 








instal- 


lath and 
Key 


securely. 





THE PAINE COMPANY 


2963 CARROLL AVE., CHICAGO, ILL. 
New York Warehouse & Sales: 48 Warren St. 











George F. Lundberg. president; suburban home owners, both of % 
Harry R. Isaacson vice-president livery ars 2 stati as “alias ahs 
arry . Isa . , e delivery cars are station : 
th lelivery a e@ Up, up, up in sales goes the 


who is also directing head of A. O. 
Lundberg & Sons; Harry J. Lind- 
quist, treasurer and manager of the 
cordage department. and Charles G. 
Wiese, secretary and manager of the 
cotton goods department. Mr. Lund- 
berg. the president, was formerly 
his father, A. O. 


associated with 
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wagons, with the company name 
marked in plain but not over large 
letters. Except for the lettering on 
the side and the fact that the car 
fenders are finished with red paint 
the station wagons look as though 
they came from private estates. 


| 


new smaller size Air Pilot. 
fast selling as its big brother, the 
No. 2 Air Pilot, and is that moving! 


Now in 2 Sizes 


It’s as 


No. 2 Air Pilot © No. 1 Little Air Pilot 





Embury Mfg. Co.,Warsaw, N.Y. 
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Get Profits Now 
from Bugs on Roses 








WEDo AM. — 
——GANOEN sear 





DISPLAY RED ARROW NOW while thousands 
of home gardeners are looking for this old standby 
to get rid of bugs on roses, other flowers and shrubs. 
Ask for free window posters and instruction folders. 
Tie up with Red Arrow’s national magazine adver- 
tising—now reaching over 26,000,000 families a 
month. Get free Red Arrow sales helps from your 
jobber, or write, giving jobber’s name, to: 


THE McCORMICK SALES CO. 
403 Light St., Baltimore, Md. 
McCormick & Co. (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 


i I 








LOW COST FAUCETS 


Be sure to stock Stearns Faucets. It is a 
profit-making line. Low in price but high 
in dependable quality. Leak-proof. Guar- 
anteed to hold all petroleum products 
and other non-corrosive liquids. Made of 
close-grained grey iron—cadmium-plated. 


“Self-Closing” 
Faucet No. 60 


%” U. S. Std. Pipe 
Thread. %” Flow. 
Special impregnated, 
No. 60 permanent leather 

valvefacing. Tapered 
thread sealing plug to permit cleaning valve. 


“Lock-Lever” 
Faucet No. 50 


%” U. S. Std. Pipe 
Thread. %” Flow. 
Plug ground to each 
barrel. Spring wash- 
er holds tight joint 


OIL AND MOLASSES GATES 


A full range of sizes and styles—for im- 
mediate de- 
livery. Lock- 
fast and Perfec- 
tion patterns. 
Sizes %” to 6”. 
Pipe thread, 
wood thread, 
flanged and por- 
celain lined. 
Write for circular, price list 
and discounts. 


E. C. STEARNS & CO. 
Estab. Syracuse, N. Y. 1864 
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Visual Stock Display and Control 


(Continued from page 33) 


tea kettles and assorted pots, while 
the panel to the right has an as- 
sortment of strainers. Larger ket- 
tles are in the next section, with 
egg beaters on the side of the 
panel. Surplus merchandise is 
above or below the sample section 
and its location is designated on 
the sample marker. 

Only one sample of a kind is 
on display, with the reserve stock 
carried as near to display space 
as possible and in the original car- 
ton containers. In this way only 
one item at a time is exposed to 
the normal dust, dirt and handling 
experienced in any store. The bal- 
ance of the stock is always kept 
fresh and clean. 

The air shot (Fig. 5) was taken 
at an angle to fully illustrate how 
a considerable amount of mer- 
chandise may be attractively sam- 
pled in 2 by 2 ft. sections. Here 
are from 25 to 40 related items to 
a comparatively small _ space. 
Nothing is crowded. There is no 
confusion in these orderly compact 
sections. Each item stands out. 
There is an established location 
for each article, with the same re- 
serve stock control in operation 
as prevails throughout the store. 

Back of these compartments is 
a display of matched cooking sets. 

To the left part of this photo- 
graph is a practical way of show- 
ing waxes, polishes and cleaners. 


They are set on an angle facing 
the customer. 

Now to take a quick look at the 
sporting goods department, part of 
which is shown in Fig. 6. Guns, 
fishing rods, inflated goods, ten- 
nis equipment, etc., are all handled 
in the same precise fashion as 
exists all over the store. Note how 
the panel of oils and solvents is 
arranged. How many of you have 
ever tried to show an entire stock 
of 160 various sized and types of 
fishhooks to a customer at one 
time? This panel Earl Beachamp 
is holding does the trick to per- 
fection. There is one out-of-the- 
way idea in the marking on the 
hook panel, naturally all hooks are 
numbered with the selling stock 
being carried in envelopes, prices 
on the panel face the customer. 
Location numbers face the sales- 
man. This eliminates the salesman 
from the need of peering around 
the panel in order to get the num- 
ber of the hook. As soon as a 
customer selects the right sized 
hook, it only takes the salesman a 
second to pick out the right envel- 
ope. The number of various sized 
hooks a fisherman will find he 
needs from this panel is little short 
of amazing. This is in itself a 
most practical demonstration of 
the time saved in showing, the 
space saved in displaying and the 
extra sales possibilities. 





PRIZE-WINNING FISHERMAN’S DISPLAY 











This window suffers from no lack of inspiration for fishermen and was 
designed to give any fisherman the “buying itch”. Offering everything 
for a day’s fishing or a month’s camping and fishing trip, it won second 
place in a national contest conducted by Collier’s. Truly a lure for fish- 
ermen, it was conceived, erected and installed by Clyde E. Anderson, 
display manager for the Warner Hdwe. Co., Minneapolis, Minn. Mr. 
Anderson’s reward was $25.00. 
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Modernize Oil Heating 
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4 - 
TRADE MARK 





Combined with pulley and weight Samson Spot 
Sash Cord makes the most durable, economical, 
‘ trouble free method of hanging windows. 
The new Allen Parlor Furnaces dramatically demonstrate Architects specify pee good builders insist — 


that Allen has created Oil Heaters to meet modern standards 
of home comfort, cleanliness, convenience and beauty. hardware dealers recommend Samson Spot Cord. 





We also make Phoenix Sash Cord, Whole Clothes Line, Samson 
Mason's Line and a wide variety of other braided cords meeting 
all requirements for quality and price. Write for Catalog. 


They are original in design and construction; modern in 
engineering, dependability and economy. They are fast sell- 
ing merchandise for this rapidly growing market. 


Write for the story of the ‘““Twin-Eight” and “Twin-Ten,” Samson Cordage Works ° Boston, Mass. 

with “Radiant Heat Director’ doors and ‘‘Super-Charger”’ 

burners; the ‘‘Air Conditioner” fan; and the business getting 

sales plan back of them. See them at space Number 513-A, 

American Furniture Mart. | Colored Spots (Reg. U. S. Pat. Off.) identify genuine Samson Spot Cord 


ALLEN MFG. COMPANY - NASHVILLE, TENN. | S | ‘id S 1 he S is 0 he 


ON 1h HELP 
53, YOU STEP-UP 
(Oe SOLDER SALES 



















New Business Opportunities. 7 


THE TRUE TEMPER TAPER FORGED SHOVEL N 
THE TRUE TEMPER DYNAMIC HAMMER \ li , S 
THE TRUE TEMPER TOMMY AXE Users everywhere know iz Gade Sade tee dk ee ‘Nghest 


quality, uniformity and economy. The famous Gardiner Repair-All 
Household Package will win you the cream of the big home market. 










Have set new highs. ..in buyer preference Farmers, mechanics, garages and other |, 5, and 20-pound spool buy- 
ers show a marked preference for solders bearing this brand name. 

...in sales... because of tremendously Order Gardiner Solder by name from your jobber. 

improved design... utility... value. [2 4 


For your profit’s sake...be the first to display and promote 


IRUE IEMPER PropbuctTs 


ATKINS 222" SAWS 


FOR EVERY CUTTING JOB ATKINS HAS THE EDGE 
E. C. ATKINS & COMPANY — 410 S. ILLINOIS ST. — INDIANAPOLIS, INDIANA 








ra * 
=< © lAgthiiten 
mS WEEN Wafers: coo 


4821 S. Campbell Ave., Chicago, tf. 














if you are going to change your address 


please notify the CIRCULATION DEPARTMENT 
at least 3 weeks before you move. 


HARDWARE AGE, 239 West 39th St., New York, N. Y. 
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There’s a Mine 
of Information 


vitally-important 
facts, live merchan- | 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- | 
oughly. 








EXPRESSING 
PHILADELPHIA 


in its finest, 
most hospitable 


mood 


To be at the Bellevue is to 
appreciate and enjoy Phila- 
delphia. It is where every- 
thing important happens. All 
the luxuries of modern com- 


fort— at reasonable rates. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 


E€LAUDE H. BENNETT 
General Manager 


Coming Conventions and Events 


Corrected each issue according to latest data 


American Hardware Manufactur- 
ers Association, 8lst semi-annual con- 
vention and the 46th annual convention 
of the National Wholesale Hardware 
Association, Oct. 14-17, 1940, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers association 
and George F. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association. 


Associated Pot and Kettle Clubs 
of America, annual convention, June 
28-29, 1940, at Lake Crescent, Wash. 


Hardware Golf Association, an- 
nual tournament, Sept. 19-21, 1940, at 
the Elms Hotel, Excelsior Springs, Mo. 
R. A. Sundvahl, Corbin Screw Corp., 
and Corbin Cabinet Lock Co., 321 W. 
Randolph St., Chicago, IIl., is secre- 
tary-treasurer. 


Louisiana Retail Hardware and Im- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 
David O. Mansfield, Alexandria, is as- 
sociation secretary. 


National Contract Hardware As- 
sociation, convention and exhibit, Sept. 


24-26, 1940, at the Palmer House, Chi- 
cago, Tl. J. Harold Dumbell is ex- 
ecutive secretary with headquarters at 
Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Asso- 
ciation, 41st annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


National Washer-Ironer Week, 
Oct. 19-26, 1940, sponsored by the 
American Washer and Ironer Mfrs. 
Association, Chicago, IIl. 


National Wholesale Hardware As- 


sociation, 46th annual convention and 
the 8lst semi-annual convention of the 


American Hardware Manufacturers As- 


sociation, Oct. 14-17, 1940, at the Marl- 


berough-Blenheim Hotel, Atlantic City, 


N. J. George F. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 

Texas Wholesale Hardware Asso- 


ciation, annual convention June 21 and 
22, 1940, at Galveston, Texas. 
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This parking map, helpful to customers driving into Decatur, 
lil., for stores’ “Decatur Day” sales event, was published by a 
local newspaper. It showed lots and streets where parking was 
free; streets which had 15-minute or one-hour parking limits, 
and those which had five-cent or one-cent parking meters. 
Stores with number of auto customers might do the same thing 
and enclose it with mailings to out-of-city customers. 
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‘» AMERICAN .22-2.. CHAIN 


Ne AMERICAN CHAIN DIVISION @ AMERICAN CHAIN & CABLE COMPANY, 
YORK, PENNSYLVANIA 5472 Busines Joe Your Sapely 












NEW TYPE QUICK LOADING CARTRIDGE 


EA 
CALBAR 





























Gibson Good Tools 


Gibson Patented Gripper Clips are made of 
flexible oil-tempered steel, nickel plated 





l Small size is for holding kitchen utensils 

1 ow [] tools golf clubs, canes etc Large size 

; for brooms, mops, garden tools, etc. Retail 

readily at 10¢ ea. Packed 1 doz. small and 
WITH CARTRIDGE EJECTOR GUN 2 doz. large clips with beautiful disp. card 
Use Caulk-O-Seal in the new Vulco Fibre Cart- Also on individual cards. Samples\on request 
ridge lined with cellophane. Special construction “ ” . : . 
of Calbar High Pressure Gun and Cartridge elimi- evenion Magnet Hammer Gibson Gripper Clips 
nates all backfiring and leakage. Quick action. ‘ rade Mark Reg. (Actual Size) Small Size 
No waste. Always clean. Caulk-O-Seal is super- =! Th sintont Mad f f ee P ' i 

ie me : * Res - ; e original ade of superior orged steel, strongly an 

plastic ’ agg = eager — fast. Easy Ad —_- s permanently magnetized Holds securely Patterns for home, 
Comes in Tubes, Cans, Drums, CARTRIDGES. : shop, store and other uses. Send for Folder which shows 


Black and 12 Colors. Send for Color Chart. 
YOUR JOBBER CAN SUPPLY YOU. 


complete line, also the fast 
selling Handy Andy Combina 













l i H tion Screw Driver & Key 
; CALBAR Paint & Varnish Co. inetnn “aneiiee mane Sate-4 400 tae 
Mfrs. of Technical Products ik Hammer 
2612-26 N. MARTHA ST. GIBSON GOOD TOOLS, INC. 
PHILADELPHIA, PA. Box 26B Orange, Mass., U.S. A. 














SE aaa” | Get this NEW DISPLAY 


New, prac- 
tical sales help, 
featuring a B.W.H. 
40 year old success. 
6 gleaming Boston 


f vnere's a great demand for this type of knife during the Nozzles stand at atten- 
tion in modern setting, 









aad ; Ryan Bsa. a 


summer months when children are on vacation and the 


hobbyist has more time in which to pursue his hobby. while 6 more nestle in 
MURPHY’S Stay-Sharp knives are famous for quality and storage bin at back. 
durability. Backed by 90 years’ experience in making all 
types of fine work knives. Be prepared ... stock up now. 


Write for Prices and Catalog 


ROBERT MURPHY'S SONS CO., 


1850 Ayer, Massachusetts 1940 BS — ——_| 
BOSTON WOVEN HOSE & RUBBER CO., cuaheiiiens Mass. 


Wanta Good Position? NEW IRONS 


The quickest and surest way of securing a f OLD 
good position is through the Classified Oppor- or 
tunities Department of Hardware Age. yz 
: : : For precise conditioning 
Hardware Age will put you in touch with by wheel or stone, you 
Hardware concerns who want help and look can’t beat the handy new Millers Falls No. 240 Plane 
for it in the Trade-paper that reaches the Iron and Chisel Sharpener. Strong, compact, deli- 
greatest number of readers. cately adjustable, it saves time and lengthens the life 
Send your copy with remittance to of the blade. It broadens your market, swells your 


profits. ONLY $1.25 LIST. Ask your 
HARDWARE AGE jobber. 


Classified Oportunities Dept. 
239 West 39th St.. New York City MILLERS FALLS COMPANY 
GREENFIELD..MASSACHUSETTS 















yaa 


No. 240 
Sharpener 




















ASK YOUR SUPPLIER ABOUT 


A [| T (} y R f BATHROOM & KITCHEN FIXTURES 


DESIGNED FOR TOP SALABILITY OAKVILLE, CONNECTICUT WRITE FOR CATALOG INSERTS 
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3 10c 
Sizes Cards 
7“ 25¢ 
101 Boxes 
Uses jor Bulk 





FASTENERS 
THEY PULL—CLINCH—HOLD 


The outstanding fastener for making, repairing 
sereens, garden furniture, frames, etc. 
isk Your Jobber 
SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, Ill. 











New Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 
CALF WEAWNERS 
BEST FOR 25 YEARS 
Write for FREE Circular Mfrd. By 
QUINN WIRE & IRON WORKS 


BOONE, 10OWA, USA 









COOK'S 


NEW STREAMLINE 
SUPER VALUE 
NAIL CLIPPER 
New member of Gem 10° 
Nail Clipper family. 
Hardened jaws, nail 
file, cleaner. Heavily 


nickeled. Doz. on colorful card 
at jobbers’ Send for details 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 


TATE 


PICTURE 


HANGERS 
On Cards 


Sizes To Hold 
1, 10, 20, 30, 40, 50 
and 100 pounds. 


E. H. TATE CO., Boston, Mass. 
Sales Offices also in: 
Chicago New York Los Angeles 


REFRIGERATOR AC- 
CESSORIES .. . CRISPERS 


wae, Rubber ice trays, 

dishes, etc., etc. 

Select from our big 

as catalog, at money sav- 

i ing prices. Catalog 

~ — free if requested on 
. = your letterhead. 


THE HARRY ALTER CO. ticcrn trea 


1728 S. MICHIGAN AVENUE, CHICAGO. ILLINOIS eronn CLEVELAND 
) CHICAGO BRANCHES NORTH WEST SOUTH aumarca $s? Lows 



























FOR TERMITES 
DICLOROCRESOL 


For Soil Treatment and Termite infested 
wood. Penetrating, lasting, time tested by 
our Exterminating Dept. Retail—$1.65 gal. 
Dealer cost $11.50 doz. gals. Satisfaction 

Repeats. FREE Display Cards and 
valuable books on insects. 


ELCO MFG. CO. [Sole Mfrs.) 
East Liberty, Pittsburgh, Pa. 
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The “WHO MAKES IT ?”’ issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions regarding brand names, 


products, etc. 


Alton, Mo.: Who makes one- 
horse buggies? Hardin Franks. 

ANSWER: Standard Vehicle Co., 
Lawrenceburg, Ind.; Waynesburg 
Carriage Co., Waynesburg, Ohio: 
John Flanagan Buggy Co., Green- 
ville, N. C. 


* * * 


Tarboro, N. C.: Who makes the 
Novelty hand Force Pump? The 
Marrow-Pitt Hdwe. Co. 

ANSWER: Hess Snyder Co., 
Massillon, Ohio. 


* * * 


Plattsburg, N. Y.: Please furnish 
the address of Snow & Nealley Co.. 
manufacturers of logging tools. M. 
P. Myers & Co., Inc. 

ANSWER: Bangor, Me. 


* * * 


Valdosta, Ga.: Who makes Green 
Seal Zinc Paste? Whitehead Hard- 
ware Co. 


ANSWER: New Jersey Zine Co., 
160 Front St., New York, N. Y. 


* * ca 


Washington, D. C.: Who makes 
the Therm-Craft Chemical Set? 
Fries. Beall & Sharp Co. 

ANSWER: Boisselior Mfg. Co., 
729 Court Pl., Chicago, Ill. 


* * * 


Lowville, N. Y.: Who makes the 
Olson’s Angler’s gut cutter, fish 
hook disgorger and tweezer? Fowl- 
er & Green, Inc. 

ANSWER: Olson Bros. Machine. 
Tool and Saw Co., 25 Lafayette St., 
Brooklyn, N. Y. 


*% * * 


Medford, N. Y.: Who makes the 
Denning hat holder used on back 
of church benches? Island Coal & 
Lumber Co. 

ANSWER: Denning Mfg. Co., 
1783 East 87th St., Cleveland, Ohio. 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 


dered by the “Who Makes It?” 


issue. When writing to the firms 


mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Edgerton, Wis.: Who makes a 
combination axe and knife with a 
detachable handle? Hain, Livick & 
Arthur. 

ANSWER: W. R. Case & Sons 
Cutlery Co., Bradford, Pa. 


* * * 


Bridgeport, Conn.: Who makes 
the Schul Son pliers? State Paint 
& Hardware Co. 

ANSWER: Consolidated Sewing 
Machine & Supply Co., 1115 Broad- 

ay, New York, N. Y. 


& % x 


Stillwater, Okla.: Where can we 
procure a bride and groom fully 
dressed for display purposes? 
Bradley-Creech Hardware. 

ANSWER: B. Shackman & Co.. 
34th St. and Madison Ave., New 
York, N. Y. 

* *% * 

Branford, Conn.: Who makes the 
Rex metal coaster wagon? Collins 
& Freeman, Inc. 

ANSWER: Radio Steel & Mfg. 
Co., 6515 W. Grand Ave., Chicago, 
Til. 


* * * 


Flint, Mich.: Please furnish the 
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address of the Diamond Whip Co. 


Eric H. Johnson. 


ANSWER: 607 N. Western Ave.. 


Chicago, Ill. 
* * 


Lynchburg, Va.: 
Rau tin flue stoppers? Baker- Jen- 
nings Hdwe. Co. 

ANSWER: Rau flue Stopper Co.. 
1102 W. Main St., Louisville, Ky. 


* * * 


Lacon, Ill.: Who makes the New 
Home sewing machines? Althaus 
Bros. 


ANSWER: New Home Sewing 
Machine Co., Rockford, II. 


* # * 


New Canaan, Conn.: Who makes 
the Hole in One garden tool? Silli- 
man Hardware Co. 


ANSWER: Thos. J. Magee, 631 
E. Wardsworth St., Philadelphia, 
Pa. 

* *% *% 

Black Creek, Wis.: Who makes 
the Crown dinnerware sets? R. H. 
Gehrke Co. 


ANSWER: Crown Potteries Co.. 
Division & Crown Ave.. Evansville. 


Ind. 





National 


HARDWARE 











HE line of builders’ hard- 

ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 


Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 


Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Late hes 


Strap and Tee 
Hinges 


. 
Screen Hardware 





















Who makes the 






National Manufacturing Co. 


STERLING ° + + ILLINOIS 


DENISTON 
“Loed sea” NAILS 





Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump” . 


The DENISTON Co. wsrizi3s- 


Sz BRUSHNU 


. Send for samples. 
4840 South 


ji Sells fast 


ROCKY MOUNTAIN ¢ 
| ee 








,p BRUSH-NU COMPANY 7) 


BALTIMORE MARYLAND cs 











‘GUNSHINE 


> ess 
nach Oo roc 


wre 


cHAMO 


MADE IN U.S A. 


ASK YOUR JQBBER 
POR GUR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 


HAVERHILL. MASS 























Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 








Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 wor : 
Each additional word .............. -01 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One inch 
Each additional inch 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 imsertions, 10% off; 8 insertions, 15% off 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 











| Positions Wanted || 


Positions Wanted | 


| Positions Wanted | 





HARDWARE PERSONNEL, . OUR FILES 
CONTAIN applications of several hundred experi 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





MANUFACTURE = REPRESENTATIVE, 
15 YEARS’ SUCCES UL ntacting 


experience ct 


chain stores, whe 2 Mees , national premium users, 
housewares, novelties, and specialty lines Ad 
dress—Godfrey Meyer, 2395 Valentine Avenue, 
N. Y. City. 


REPRESENTATIVE 
MANUFACTURER’S 


MANUFACTURER'S 
DESIRES RELIABLE 


LINE as exclusive representative for the State 
of Florida. Commission basis Age 42, 17 years 
in this territory. Well established, assure results. 


Address Box D-997, care of Harpware AGE, 


239 W. 39th St., N. Y. City. 


YOUNG MAN, 24 YEARS OF AGE, 5 years’ 
hardware experience dealing with general hard- 
ware, metals, construction hardware, etc.; also 
familiar with office routine, stock, shipping, and 
window trimming. Able to drive truck. Salary 
secondary. Location—New York City or nearby 
vicinity. Address Box D-954, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


REPRESENTATIVE 


a manufacturer of 


MANUFACTURER'S 
WOULD LIKE TO represent 


lines for the hardware trade, paint trade, or both, 
in the New England states Have strong follow- 
ing among wholesalers, chains and major dealers. 


and best of references. Ad- 
Harpware Ace, 239 W. 


Excellent sales record 
dress Box E-13, care of 
39th St., N. Y. City. 


PACE GRADUATE 


well known among 
Familiar 


CREDIT EXECUTIVE: 
THOROUGHLY experienced, 
the hardware, paint and building trades 


with contractual and industrial credit, FHA, 
HOLC loans, state leins, including public rela- 
tions, personnel management. For personal inter- 
view, please phone BEekman 3-1135 or write 
Terminal Employment Exchange, 154 Nassau 
Street. No obligation to employers 

SALES REPRESENTATIVE FOR NEW 


contacting substantial, 
or cabinet hard- 


ENGLAND is desirous of 
reliable manufacturer of builders’ 
ware. Have had extensive builders’ hardware ex- 
perience and am now calling on and selling to 
builders’ hardware distributor in 


every desirable 

the New England area Long contacts and an 
established following insure satisfactory distribu- 
tion. Address Box E-12, care of Harpware Ace, 
239 W. 39th St.. N. Y. City 


| tion. 


| cago East, 





SALESMAN WITH MANY YEARS’ EX- 
PERIENCE in general hardware and good fol- 
lowing in Southeastern States would represent 


manufacturer in this or any part of this terri 


tory If you want efficient and honest represen- 
tation, write—Box E-3, care of Harpware AGE, 
239 W. 39th St.. N. Y. City. 


MANUFACTURERS, HARDWARE _ OR 
HOUSEFURNISHING ITEMS, with established 
business who desire the services of a reliable and 
experienced salesman to take care of their busi- 
ness on the Atlantic Seaboard. Satisfactory ref- 
erences and details on request. Please com- 
municate with Box D-1000, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


YOUNG MAN THOROUGHLY TRAINED 
IN sales and sales promotion work; well acquainted 
with and now contacting hardware jobbers in the 
South East would like a position with a first class 
manufacturer desiring real representation by a 
salesman with a_ successful record. References. 

ddress tox E-10, care of Harpware Ace, 239 
Ww 39th St.. N. Y. City. 


YORK BUYER—MAN 

experience, for reputable 
importer, desires posi- 
with manufacturers 


FORMER NEW 
AGER, with 21 years’ 
South American hardware 
Thoroughly acquainted 
of hardware, steel products, machinery, radios, 
paints, children’s vehicles, etc. Extensive know!l- 
edge of traffic; excellent references. Address 
Box E-11, care of Harpwage Ace, 239 W. 39th 
St.. N. Y. City 





SALESMAN DESTRES POSITION WITH 
RELIABLE MANUFACTURER Ten years’ 
experience selling disinfectants, etc., to 
and institutional supply jobbers and hard- 


soaps, 


janitor ( 
ware dealers, in New York City. At present 
emploved and with present firm 10 years. Want 


willing to sell other lines, 


permanent connection; 
personality. Drive car 


if necessary. Pleasing 


Will travel Address Box E-5, care of Harp 
ware Acer, 239 W. 39th St.. N. Y. City. 
POSITION WANTED AS TRAVELING 
SALESMAN and contact man, or Washington, 
D. C., and vicinity representative for builders” 
hardware manufacturing company. Experience— 
twenty years as manager of builders’ hardware 


department for one of the East’s largest hardware 
stores, who handled builders’ hardware contracts 
in all sections of the United States, both Gov 
ernment and private. Five years with U. S. 
Gov’t Housing Agency. Have entree to majority 
of Architects and Contractors Offices from Chi- 
and know all short cuts to Govern- 
ment Offices in Washington, D. C. Address Box 
D-993, care of Harpware Acer, 239 W. 
N. Y. City. 


39th St., 





WANTED IN HARDWARE 
DEPARTMENT or store. Have had 20 years’ 
experience as salesman and manager. Can esti- 
mate, install heating systems, have had some 
five years in sheet metal shop. Operated own 
business for nine years for hardware and sheet 
old and married. 


POSITION 


metal work. Am 45 years 

Would prefer independent ownershin. not chain 
organizations. Address Box D-943, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, WITH A BACKGROUND OF 
15 years productive selling to the hardware, 
housefurnishing and electrical trades in Greater 
New York, Westchester, and New Jersey, wishes 
to connect with manufacturer of high-grade prod- 
uct, who is seeking a reliable and capable repre- 
sentative in this territory. Have a large follow- 


ing. Can place your product direct to dealers 
or through jobbers. Address Box E-6, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 














[Sales Representatives Wanted | 


MONTHLY to have 





IS IT WORTH $1.00 
your name kept before all the important manu- 
facturers of the lines you desire? Service is 
to salesmen with excellent references only. 


open - 
Many lines available now. Free service to manu- 
facturers. Reply to—Box E-17, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 


SALES REPRESENTATIVES FOR A 
SMALL progressive manufacturer of padlocks, 
key blanks, night latches, and builders’ hardware. 
All territories open. State age, experience, ter- 
represent. Ad- 


ritory covered, present firms you 
dress Box E-9, care of Harpware AGE, 239 W. 
39th St.. N. Y. City. 

MANUFACTURER OF GAS AND ELEC- 
TRIC ranges, oil burning space heaters, and oil 
burning storage water heaters doing business 
since 1896, desires to augment sales force by 


addition of experienced straight commission sales- 
men. Apply to Box E-4, care of Harpware Acr. 
239 W. 39th St., N. Yy. City, giving personal 
history and previous experience. 


AVAILABLE TO 
with established 
lumber dealers 
and fastest sell 
Cabinet hardware 
about yourself, ter- 


EXCELLENT SIDE LINE 
one or two live-wire salesmen 
following among hardware and 
This line is the most attractive 
ing line of Modern Chrome 


today. State complete details 
ritory covered, jlines now handled in first letter, 
Address Box E-15. care of Harpware Ace, 23 


W. 39th St.. N. Y. City 








postage for remailing. 


Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 
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[Sclea Representatives Wanted ||[ Recounts Wanted ]'|___Accounte Wanted _| 


SALESMAN WANTED TO CALL ON re- SALESMAN — LONG CONTACT HARD.- 
tail hardware trade, for old established wholesale | WANTED: FROM RELIABLE MANUFAC. | WARE TRADE in Detroit and Michigan terri- 
concern. One acquainted with South Jersey ter- | TURERS ADDITIONAL lines for Northern | tory wants manufacturers’ lines in hardware, 








’ ritory, and has thorough knowledge of the hard- | California by well-established representative cover- | houseware or mill supplies. Commission basis. 
. ware line. Address Box E-7, care of Harpware | jng large retailers and jobbers. We satisfy where | Limited number of lines considered. Address 
Ace, 239 W. 39th St.. N. Y. City. distribution is desired. We have a following. Ad- | Box E-14, care of Harpware Ace, 239 W. 39th 
: — | ss B D-965 23 , 1 ot. KN. Ey City 
n NOW CALLING ON WHOLESALE HARD. | Snce’ So” NY” Ge, t nAmmwane Acs, 259 W. 


WARE, MILL SUPPLY, JANITOR SUPPLY ih aes mined eet a lal 
AND PAINT SUPPLY COMPANIES TO 
HANDLE LUCRATIVE LINE OF _ SANI. 


TARY WIPING, POLISHING CLOTHS AND : aki 
WASTE. ADVISE TERRITORY NOW COV. | Bavsiness Opportunitier | 














d ERING WITH FUL! PARTICULARS AND | MICHIGAN AND TOLEDO, OHIO. LONG | 
d CLASS OF ACCOUNTS CALLING ON. AD.- | established company selling on commission basis 


> DRESS BOX E 16. CARE OF HA RDWARE | only, increasing personnel and wants lines to sell FOR SALE—USED FLOOR SANDERS, re- 
AGE, 239 W. 39TH STREET. N. Y. CITY. te age oF > a oe their jobbers, plumbers or | puiit at factory. As low as 25%-50% of original 
: = ee . their jobbers. roduction and maintenance items | prices Address Box D-974 “care of HARDWARE 

cite Tre an FACT( La ae OF A COM- for factories. We also call on architects, engi- we 4 39th 4, N. y° ong 

- Tater A 1 - a CHRO TUM CABINET | neers and general contractors. Headquarters De- — a eee : ‘ 

HARDWARE WANTS SALES REPRESEN: | troit. Address Box 1-999, care of Hanpware AGE 

TATTVES WHO NOW HAVE AN ESTAB- | 239 W. 39th St N Yy. City , ° 

LISHED FOLLOWING WITH LARGE RE- | ~— ro it aa ar 


MERCHANDISE WANTED—I BUY FOR 


od TAIL TRADE IN NEW ENGLAND, PENN- cash small or large lots of manufacturers’ close- 
SYLVANTA, BALTIMORE, WASHINGTON, | outs, jobbers’ surpluses and any discontinued 
MINNESOTA, ST. TOUTS, OR KENTUCRY. items in the hardware and harness line. Write 
TO INSURE ATTENTION TO YOUR LET- | me what you have to offer. Address Harry J. 


TER. PLEASE ANSWER THE FOLLOWING: MANUFACTURERS’ REPRESENTATIVE | stein, 815 Central St., Kansas City, Mo. 
1, WHAT TERRITORY DO YOU NOW |! DESIRES ONE OR two additional commission 

COVER AND FOR HOW LONG? } lines where volume is possible, calling on large 
2. WHAT BUTEDERS’ HARDWARE SALES | retail hardware stores, hardware jobbers and in WANTED: WE PAY CASH FOR HARD- 

EXPERIENCE HAVE YOU HAD? dustrials. Headquarters and office St. Louis with | WARE TOOLS, plumbing = supplies, paints, 
3. WHAT LINES DO YOU NOW CARRY? working radius of 250 miles. Young, established, | garden supplies, discontinued or shopworn items, 

ADDRESS BOX D-951. CARE OF HARD- reliable with valuable contacts. Address Box | electrical goods, hardware fixtures, etc. Any 
WARE AGF, 239 W. 39TH STREET, N. Y. | E-8. care of Harpware Acre, 239 W. 39th St., | quantity. Address: L. Suesserman & Bro., Rte. 
Crit. MN. Y.. City: ' 29 & Michigan Ave., Union, N. J 
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weed | He ADVERTISED IN THE RIGHT MEDIUM 


o have 
manu- 
vice is 


s_only. This man wanted to represent a good hardware 


» manu- 


ad manufacturer—he told his story in the Classified 
a Opportunities Section of Hardware Age— 
adlocks, 
oe A nationally known company replied to his adver- 
nt. Ad- . . eae 
2i9 W. tisement and he secured a desirable position through 
advertising in the right medium. 

ELEC 
rasiness HARDWARE AGE is noted for quick results — 
Sy 4 try it—send your ad to— 


personal 


he HARDWARE AGE 


ardware 


fetter Classified Opportunities Dept. 
239 W. 39th Street New York, N. Y. 


GE, 23 


full 














JUNE 13, 1940 














Pee o'US ACAMP STOVES 


Burns Safe Kerosene 








Smokeless—Reliable—Safe 





Your customers are demanding a safer 
stove—Satisfy that demand by recom- 
mending Radius, which means easy sales 
and good profits. 

Send for Complete Catalog of single and 
double burner Stoves, Lanterns & 
Heaters. 


Sandvik Saw & Tool Corporation 


47 Warren St. 11 No. Jefferson St. 
New York, N. Y. Chicago, Illinois 














The BetterGlass Cutter’ 
Sold by Jobbers 


Everywhere 
FLETCHER SA, CUTTERS 


There's a Gold Tip’ wheel 
for every kind of glass. Fully guaranteed. 


ELECTRICAL PUTTY SOFTENERS, WOOD SCRAPERS, GLAZIERS TOOLS 


THE FLETCHER, TERRY COMPANY 
FORESTVILLE, CONNECTICUT, U.S. A. 


HL 


S PRAYS, dips or brushes 


to a satin smooth fin- 











ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how long it stands on shelf. 
\% pt. to 5 gal. cans. 


At America’s Lowest Price for Such Quality! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


Order from your jobber. Jobbers—write for details. 
CLEVELAND, OHIO 


Genui"° DOMES & SILENCE 
SLIDE SILENTLY ~ SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 











Rubber Cushio Glides 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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Superior Fastener Corp. ...... 126 
ww SS ererre e - 
Swing-A-Way Steel Prods. Co. 

Syncro Devices, Inc. .......... - 
T 
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Taylor Instrume nt Companies . - 
Tennessee Coal, Iron & Railroad 
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Tobacco By-Prods. & Chemical 


Corp. Corer cesesoceseoseseos 
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| I ee er - 
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Triplex Screw Co., The ....... 81 
Tru Test Marketing & Merchan 

Ge . - ewesonnadanees 133 
Tubular Rivet & Stud Co. ..... - 


Tucker Duck & Rubber Co. .. - 
Turner, Day & Woolworth Han. 
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U 
Union Fork & Hoe Co., The 
Union Hardware Co. ......... SO 
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Universal Lawn Tool Co. ...... 
Utica Drop Forge & Tool Corp.. 
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Vaughan & Bushnell Mfg. Co. 
Vaughan Novelty Mfg. Co., Inc. 117 
Victor Electric Prods., Inc. .... 94 
Vent-A-Hood Co., The ........ 

oe  , re _— 
Vienek Week O6., TRO ..sccccs 98 
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Warren Telechron Co. ........ 
Weer Tees COPD. cecccccesss 
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WGN, Sea:9 34 6u0 606-010-060: 
Western Cartridge Co. ..... ; - 
Western Cataphote Corp. ; 
Western Wire Prods. Co. ...... 119 
_L  & ie See - 
Westinghouse Electric & Mfg. 

CM. weetesaceatcccsesevesiss 
Wickwire Brothers, Inc. ...... 
Wickwire Spencer Steel Co. ... 
Winchester Repeating Arms Co. 
Wire Screen Cloth Mfrs.’ Insti 
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Woodruff & Sons, Inc., F. H. .. 
Wooster Brush Co. ..........-. 2 
Wright Prods. Mfg. Co. ...... — 
Wright Steel & Wire Co., G. F.. 
Y 
Yale & Towne Mfg. Co., The ... 3 
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Accept FREE, ‘‘on the house,’’ 
% dozen Antchek ant-traps with 
every 3 dozen at $3.15. Retails at 
15¢—2 for 25¢. Costs only $3.15 
per deal. Let the self - selling 
Antchek display container sell 
many dozens of these fast-turn- 
over ant-killers for you, right 
through all the warm months, 
Order from your jobber or 
write: 


ROTENONE PRODUCTS CO., Inc. 
East Orange, N. J. 














COLOR TELLS SIZE — EYE-APPEALING — 
SALES GETTING. Packed in 5-unit cartons—7-color 
display box. 


Ask your Jobber for 
COLORTOP S [mhtnmtaamarbtt 


















































a Enjoy Summertime 
-—* » > SALES and PROFITS from SCHAEFER 


Silver Brite . . Rustproof 
a FLUE AND FURNACE BRUSHES 


Help your customers to Fuel Sa\ings next winter! 





These durable RUSTPROOF 
Brushes make furnace cleaning 
easy! Cellar dampness cannot affect 
them. They remain bright, clean, 
springy, resilient, rust-free through 
many seasons of use. . . Paying 
their low cost many times ‘wer in 
FUEL SAVINGS from cleaner fur 


naces. 

Sparkling brilliant in Silver Brite 
RUSTPROOF Wire, Schaefer Flue 
and Furnace Brushes make an 
arresting display, offering quality 
and value that means fast sales. 
longer profits, greater customer 
satisfaction. They're made _ in 
sizes and types for every kind of 
heating plant. 


Get in on this 
profitable 8s um- 
mer promotion. 
Write for com- 
plete catalog 
today! 


SCHAEFER BRUSH 
MFG. COMPANY 
117 W. Walker St. 
Milwaukee, Wis. 








World's Largest Level Plant of its kind 


Best by Test Since 1896 


MAYES BROS. TOOL MFG. CO Port Austin, Mich. US.A 
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NOW 
You Can KNOW Your 
BUILDERS’ HARDWARE 


Complete from A to IZZARD 


A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME ...A BIG 
$3.00'S WORTH FOR YOU AND YOUR MEN. 


There are about 10 ways a hardware man 
BELONGS can use HARDWARE AGE’S Builders 
in Your FILES Hardware Text Book ... You can keep it 
in your reference files for immediate, au- 
thoritative information ... you can take 
it home at nights and study its Elemen- 
tary, Intermediate or Advanced Courses 
- +. OF you can give it to that smart, 
young clerk you are training to handle 
Builders’ Hardware to study at home, 
to name three ways to use it. 
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A lot of so-called Text Books say they are 
1%. complete, but when you get them you find 

Z» important information missing. Llere is a 
(wee! Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 
Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 
teresting way ... The comparative Charts on 
Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim 
for Mortise Locks; Surface Door Closers and many others are worth the 
price alone. 

When the news got around that we were putting Hardware Age’s “Tak- 
ing the Mystery out of Builders’ Hardware” articles in one fat volume .. . 
orders began coming in steadily for this complete 
study. 

You need at least one copy of this Text Book, . 
maybe more. Use the coupon below and have a A. H. } pees 
copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 


ALL THE REALLY IMPORTANT 
THINGS and MORE, in this VOLUME. 








HARDWARE AGE 
239 West 39th Street, New York, N. Y. 
Gentlemen: Send me ............... copy (ies) of the BUILDERS' HARDWARE 


TEXT BOOK at $3 per copy. [] Attached is my remittance. 
Canadian & Foreign copies $3.50. C) Send me invoice with book. | 
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READ THIS LIST OF CONTENTS 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS’ HARDWARE TERMS 
60 CHAPTERS 


Here are some of the chapters 


Model Stock 

Butts and Hinges 

Locks 

Window Hardware 

Getting Builders’ Hardware Prospects 

Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Door Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 

Mortise Bit Key Locks and Latches (Compara- 
tive Chart) 

Mortise Cylinder Locks and Latches (Compara- 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
gested Lists of Locks) 

School House Hardware (Suggested Lists of 
Locks) P 

Hotel Hardware (Suggested Lists of Locks) 
Hospital Hardware (Suggested Lists of Locks) 

Federal Specifications 

Sample Rooms 
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J. HAROLD’ DUMBELL, 


Hardware Assoc., says: 


book to have.” 


Exec. Sec., National Contract 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 





HARDWARE AGE 




















TRU-TEST 


® Day by day changes in 
the Hardware Business 
bring a constant and ever 
increasing number of prob- 
lems to be faced by the Independent Hard- 
ware Dealer—problems concerning the 
movement of merchandise off his shelves. 
Failing to recognize these problems and 
face their significance many of the old 
timers have been forced to pull down their 
Shingles and are now among those missing. 














Those who are still battling 
it out in the front line trench- 
es need every bit of help 
they can muster to meet the 
new type of competition offered by their 
Chain Store and syndicate neighbors. The 
Public still needs hardware —is still buy- 
ing hardware in probably greater quan- 
tities than ever before. But where it is 
buying that hardware — and how — are 
matters of great importance. 


A New Opportunity for Hardware Dealers 


®@ And into this state of dilemma comes Tru-Test — 
an organization dedicated to the task of providing 
the Independent Dealer with merchandise that he 
can be proud to sell—quality merchandise that 
builds a satisfied consumer clientele—merchandise 
that can be sold in any competitive market and 
still show a satisfactory profit. Dedicated also to 
the task of moving that merchandise off the deal- 
ers’ shelves— moving it fast and in ever increas- 
ing quantity. Such is the purpose of Tru-Test. 


FOR FURTHER INFORMATION 


SEE YOUR TRU-TEST DISTRIBUTOR 


OR WRITE DIRECT 


TRU-TEST MARKETING & 
MERCHANDISING CORP. 


MERCHANDISE MART 


JUNE 13, 1940 





CHICAGO, ILLINOIS 
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EX, Pa eck ae: 

OUR STOCK OF TOOLS IS COMPLET 
: ae os eS — Pig's aA has 2 
Pree ey . 
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“DIAMOND EDGE 1S _A QUALITY PLEDGE ™ 
Shapleigh National Series No. 2187. HARDWARE AGE 

















